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We Thank Our Customers 











THE JULIAN & KOKENGE CO. 


Makers of Foot Saver and Dr. Locke Shoes 


Columbus, Ohio 
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FINE SERVICE 


ON ALL LINES . TAN-ART 
SUEDE KID 


Promotional and 
staple colors for 
all styles, all types, 


and all grades. 
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A real shoemaker’s leather. 
TAN-ART SUEDE KID is a great assist 


in selling. The luxurious finish appeals instantly. 


WHITE 2 
BLACK . , 2 
PROMENADE BROWN 101 
CAFE BROWN .. 102 
NUTMEG ........... 38? 
KOLA BROWN 385 
COGNAC 107 
TAUPE 379 
ADMIRAL BLUE 206 
DRESS BLUE _. 204 
GREEN PEPPER 501 
PARKWAY GREEN ... 109 
MISTY GREY . 200 
TAN-ART CO., INC. G. LEVOR & CO., INC. SLATE GREY ....... 189 


Gloversville, N. Y. Tanners Sinee 1876 FIESTA WINE .... 402 














Wrinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 








BUILD COMFORT AND SALES WITH *CELASTIC! 


For over twenty years Celastic box toes have brought positive 
toe comfort to men, women and children. The assurance that 
toe linings are permanently secure . . . in one style or one hun- 
dred . .. in one shoe or one million, is the Celastic contribution 
to toe comfort. Good will and consumer satisfaction accumu- 
lated by year after year of Celastic performance prove that it’s 
good business to provide your customers with the best. 





UNITED SHOE MACHINERY 
CORPORATION 


BOSTON, MASSACHUSETTS 


*" CELASTIC™ is a registered trade-mark of the Celastic Corporation 
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The Dressy CUBAN HEEL STADIUM BOOT by Cambridge 
for ALL-PURPOSE wear with VARIED HEEL HEIGHTS. 














Remember when Cambridge introduced the 
Television Boot Styling ten years ago — starting 
with one heel height . . . then graduating 
to all heel heights because of tremendous 
universal demand. 


The ever-increasing popular 
demand for the STADIUM BOOT 
by Cambridge has gone 
through the same evolution. 


The CUBAN HEEL STADIUM 
BOOT by Cambridge 
Full sizes 4-9 
Colors: Biack, Brown. 


Now ALL women can enjoy the STADIUM BOOT .. . for every type 
; of wear . . . onshoes of VARYING heel heights — with the new, dressy 
meer enh apy CUBAN HEEL STADIUM BOOT . . . made exclusively by Cambridge 
by CAMBRIDGE on a revolutionary new STADIUM Last which fits the dressier shoes 
of varying heel heights that do not fit well in the conventional flat 


at the National Shoe Fair 
Chicago Mezzanine Floor heel Stadium Boot. 





Hotel Morrison at the 
P.P.S.-S.A. — New York 


site aie WATCH THE PROMOTIONS OF THE NATION’S 


LEADING DEPARTMENT AND SPECIALTY 
STORES ON THIS UNIQUE ITEM This Fall! 











. . - or send for your Cambridge 


salesman to discuss your Stadi- 


satya THE Cambridge RUBBER COMPANY 
FURST in Poot Fashion | 


CAMBRIDGE £39, MASSACHUSETTS 
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The 25th Anniversary... The Buyers Get All The Presents 


SHOE MFR'S 
SPRING OPENING 


OCTOBER 
16—21 


Hotel 
NEW YORKER 


LARGEST... 
OLDEST... 
BEST-TIMED... 


; SHOE SHOW 
Don't take FOR EARLY SPRING 


our word BUYING 
for it ee Be sure to attend this gala presentation of the 


new styles and latest innovations in footwear by the nation’s leading man- 
ufacturers. Five hundred lines will be displayed on 8 floors and 20 suites, 
centrally located under one roof. 

All important buyers will be there... YOU will find it profitable to be 
there too. Reliable surveys of the shoe field indicate prices are lower and 
demand for late fall and early spring and Easter shoes will be tremendous. ( 








—_ 
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The welcome mat is out for you... come and see for yourself 


Under personal direction and management of... 


EUGENE A. RICHARDSON ASSOCIATES 


Tel. Li 2-4199 


683 ATLANTIC AVENUE, BOSTON 
ee! 
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CURA 


“lhhs Everlasting Success 
Assures SLIPPER PROFITS for YOU 


YEAR IN — YEAR OUT . . . WITHOUT MARKDOWNS .. . 
WITHOUT STYLE MORTALITY 


‘tap, , giPPER MANUFA gy, 
“Dee g ON ONE SLs 
ONCENTRATES 9 
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and making it so unique and so satisfying that 
wearers buy it at full price in ever- 
increasing volume . . . season 


The PRIMA DONA after season — even in 


& 
poor slipper years 
when ordinary slippers slashed 


W, y, below cost have gone begging! 
) 


Because ONLY CAMBRIDGE makes ‘‘Self-Acting”’ Slippers 
by the unique FLORIDA PROCESS, which... Gt DISPLAY ot CHICAGO 


~ ‘ ° ——_ 
f. Makes Counters : and Platforms ‘‘Self-Acting They i aie, Oi ial 
** give’ with the slightest move of the wearer — then spring The NATIONAL SHOE FAIR 
instantly back to shape. rats aire cr 
AT NEW YORK 


2. They hold their NEW shape for their entire wearing life. site ia: Sadia 


3. NO Breaking-in ...so flexible they slip on and kick off PPSS.A 
with a flip — yet they fit and wear NEATLY like a shoe! eee 


4. NO MORE BROKEN-DOWN COUNTERS! 


SELL Prima Donas... the SLIPPER-BUSINESS BUILDERS 
to increase your slipper pairage profitably! 


1. For Northern California, Oregon and Washington: e 
Walter Uhl Shine Company m Ti 4 
pdieehenany THE RUBBER COMPANY 

















San Francisco, California 


PT ae en Sin Cag FURST in Foot Pachion 


Dallas, Texas CA @ B&F 1 ee & E 4.9, BAS 3 &-C Bes ET TS 
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PETERS SHOE COMPANY 
cvvisron or INTERNATIONAL SHOE COMPANY 










FEATURES 


P.... Division International Shoe Company, 
leads the way to more sales, more satisfaction 
and bigger profits with smart styles, fine leathers, 
AND A SHOE FOR EVERY MAN’S FOOT. 


Obviously such a program calls for shoes of 
Kangaroo leather. Peters features them two ways 
in these attractive styles. City Club wearers will 
find them eminently satisfactory because Kan- 
garoo’s tightly grained surface is more attractive, 
polishes more easily, looks better longer with a 


minimum of care. 


They'll find them longer wearing too, because 


Kangaroo is 17 per cent stronger weight for 


weight than any other leather used in shoes. 


/ Kangaroo 


A T H E R c OM P AN Y 
D STREETS, PHILADELPHIA, PA. 
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Cherrytone Cordovan Cherrytone Cordovan. Damp-Proof Welt. 
STYLE 625 Triple Decker Burly-Flex Soles STYLE 2604 Triple Decker Burly-Flex Soles 


CoRDOVANS... 


We give you the leadership of champions — 
where style and performance endure. We give you 
magnifcent CORDOVANS... CURTIS-created ... with the sleek lines 
of thoroughbreds. We give you this time-defying, long-wearing 

leather with its brilliant lustre that increases with age. Here are 
champien shoes, with CURTIS’ exclusive Burly-Flex construction. 

Permanently flexible! Genuinely comfortable. For long, handsome 

life. Get your pair, at your CURTIS dealer where you get 


America’s finest shoe values. For his name, write us. 


IN-STOCK — IMMEDIATE DELIVERY 
Nationally Advertised in 


CURTIS SHOE COMPANY, INC., MARLBORO, MASS. 


Four Generations of Fine Shoemaking faq UULL 





STYLE 877 


Cherrytone Cordovan. English Brogue 
Triple Decker Burly-Fiex Soles 











Are You ti 
Missing ; 
a Popular 


Seller 








Persars you have considered adding another shoe 

> to your line but have been stymied by the all 
important question: “Which style will pay off best?” 
PUT IT UP TO UNITED LAST! 

As humans, we are naturally not infallible but we can 
reduce your margin of chance to the vanishing point. 
United Last men, in addition to creating style leaders, 
are constantly traveling ... watching... and listening. 
We're at the shows, we’re on the streets and, in our 
“round table” discussions, we continually analyze 
and evaluate trends the country over. 

With today’s closer margins, it is important that all 
shoe lines which can be made and sold profitably 
receive the manufacturer’s serious consideration in 
order to obtain maximum volume from his operations. 
At all times United Last is ready and able to help. 


UNITED LAST COMPANY 


Boston, Massachusetts 
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FACTS 


ON THE SAFETY OF ADRIAN 
X-RAY SHOE FITTING EQUIPMENT! 


X-Ray shoe fitting, originated by M. B. Adrian, Milwaukee, has been in constant use 
for more than 30 years in thousands of stores throughout the world and in all that time 
and use there has not been one reported case of injury caused by X-Ray shoe fitting. 





Investigations into the safety of the machine have been conducted by the Boards of Health 
of the cities of New York, Detroit, Cleveland, The State of Massachusetts, and others. 
Not one case of injury attributable to X-Ray shoe fitting has been found in these investt- 
gations. 


Adrian machines have always been built with safety as the most important requirement. 
Machines are so constructed to eliminate all possible, unnecessary, stray radiation. Every 
approved safety device is included in their manufacture. New machines actually have 
more safety features than specified by the American Standards Association Safety Code. 


Examinations have been conducted on the Adrian machine by radiation experts at the 
University of Wisconsin, Marquette University, The Underwriters Laboratories and other 
noted physicists and institutions. The resultant reports show conclusively the large 
margin of safety in the use of the machine. 


Adrian X-Ray Shoe Fitting Machines are fluoroscopic units and operate on the lowest 
possible voltage necessary to create X-Ray; 40,000 volts at 3 milliamperes. 500 Roentgen 
units of X-Ray are a threshold erythema dose, i.e., would produce skin reddening. At 
least 600 to 1000 Roentgen units, taken within a day or two would be required to cause 
a serious skin reaction. At a five second exposure the X-Ray shoe fitter, at the above 
setting, produces only two Roentgens of X-Ray. The safety factor is extremely obvious. 


Safety tests are conducted on each individual machine before they are approved for ship- 
ment. Stray and direct radiation limits are specified in The American Standards Asso- 
ciation safety code. Two sensitive instruments— A Zeus, Alpha-Beta~-Gamma Survey 
Meter and a Victoreen Condenser R Meter, 25 R Chamber—are used in these tests. Not 
only must the machine not exceed the limits of radiation set by the Standards Association 
code, but in most all cases the amounts of stray radiation are far less than the amount 


specified as safe. 
v8. ADRIAN «& sons 


X-RAY COMPANY 
MILWAUKEE, WISCONSIN 
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PATENT 


Colonial Patent, in black or colors, gives your designs 


lines, life and lustre that can be achieved only with this 


favorite fashion leather. You'll need Colonial Patents in your line 


for Spring. Write for color samples today. 


COLONIAL 


12 


FOR THE 


COLONIAL TANNING COMPANY, INC. 
BOSTON 11 MASSACHUSETTS 


“PATENT PENDING FOR 1950” 


BEST PATENT 


LEATHER SHOES 
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the Brown Shoe Company 
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An Important 
Announcement by 


Those of you who have been watching the aggressive steps Brown 
Shoe Company has taken over the past several years in the big- 
volume shoe markets will realize at once the significance of this 
announcement of a new line of popular-priced casuals. 


It follows the spectacular success of the new Westport line of 
casuals, introduced two years ago, and the renewed importance of 
Life Stride Shoes under vigorous Brown leadership. 

It is right in line with the substantial progress we are making 
every day on those famous shoe brands, Naturalizer, Air Step, 
Buster Brown and Roblee. 


Now Brown Shoe Company presents—and proudly— 


Robinette 


A new line of volume-priced casuals 
to be sold by our Robin Hood Division 


MARKET 


The Robinette line of casuals is designed to appeal 
to all types of women, including your high school 
and college trade, business girls, young matrons, 


and housewives. 





PRICES 
The wholesale price on Robinettes will be $2.40, 
with a recommended retail price of $3.95. This is 
the first time Brown Shoe Company has entered the 
$4.00 retail market on casual shoes. 


STYLING 


Fresh, smart styling will incorporate the latest and 
most marketable fashions, comparable to styles in 
higher-priced lines. Full range of colors and mate- 
rials. Three heel heights—low, medium and high. 
Lasts will embody traditional Brown Shoe Com- 
pany style, smartness and comfort. 
PRODUCTION 
A new Brown Shoe Company plant, equipped with 
the most modern shoe manufacturing facilities and 
A Product of 





ice Brown Shoe Company, 


SI 
= 
SY 


a Shoe to™ 


staffed to build shoes with the kind of skilled work- 
manship you have learned to expect from Brown, 
will be devoted to Robinettes. More than 65,000 
square feet of manufacturing space has been allo- 
cated exclusively to the production of this new 
casual line. 

IN-STOCK SERVICE 
Since September 12 the entire facilities of this plant 
have been at work to build full stocks of Robinette 
patterns. This will make possible at the outset an 
in-stock service for prompt and efficient deliveries 
without minimum quantity requirements. 

PRESTIGE 

The Robinette line is a Brown Shoe Company line, 
backed by all the shoe krow-how, all the prestige, 
and all the resources of the Brown organization. 
With this background and with the great manufac- 
turing capacity available to Robinettes, this $3.95 
line of casuals can be produced in volume, assuring 
you and your customers quality in casual shoes far 
beyond that normally found in this price range. 





Robin Hood Diviston, St. Louts 
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Whether you make 
or sell shoes 
consider these 


5 Steps 


Getter Edge 
Ma king! 


Well-made edges are one of the im- 
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portant details that improve shoe ap- 





pearance. Edges with a well-defined 


profile . . . edges that are smooth, . G/C Edge Trimming Machine —Model L 
solid and rich in tone, complement the 


i 
S ; , - . . : § 
color and style of the upper. Smoother, highly accurate edge trimming at con | 


, siderable time-savings over earlier equipment is 
The three machines shown. each con- assured by this high-speed machine. It makes pos- 
tribute to better edge making. Each © sible great accuracy while requiring less skill, as 
assures a higher level of machine . proved in hundreds of installations. Freedom from i 
performance. Each requires far less vibration is attained by improved design of the 
effort by the operator. Together they | entire shaft assembly with superior bearings . . . 


become a highly effective unit for the better lubrication . . . frequency-changer motors 


steady production of attractive edges. and no reciprocating parts. 


For complete details, contact the near- 


est United branch office. ‘ 
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This machine offers for the first time superior 
mechanical inking of attached sole edges. The 
controlled ink flow results in more uniform inking 
and better finished edges. Results in greater clean- 
liness, too, with savings in the Bottoming, Treeing 
and Packing Reoms. Look for these advantages 
over hand work, particularly on women’s close edge 
styles where the machine makes possible substan- 


tially more volume. 


October |, 1949 


This new machine is smoother 3 WAYS— in op- 
eration, in appearance and in the edge it produces. 
The iron makes 5600 strokes per minute—2200 
more than preceding models and the shorter stroke 
greatly reduces vibration. Sets better edges more 
rapidly and with minimum operator effort and fatigue. 
Has balancing system for quiet operation. Either side 
of the machine can be shut off when not in use, thus 


reducing wear, maintenance and power consumption. 





WG/C Sole Edge Inking Machine—Model A (6/C Twin Edge Setting Machine — Model F 


















STYLE 4120 STYLE 316 
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CORRECTIVE 
SHOES 


that provide a 








SOLID 
FOUNDATION 












oo. ne | for building volume @)) 
{ i in the Juvenile Field les 


@ Due to their scientific construction, years of 
satisfactory performance and long wearing ability, 
FOOT TRAITS can be sold with complete confidence. 
Many shoe dealers have established reputations for 
themselves by featuring these fine corrective shoes. All 


genuine GOODYEAR welts, popularly priced. 














The "CORSET" SHOE 
a corrective shoe 
for children... 





with these OUTSTANDING FEATURES 


featuring scientifically built leather on Welt. 9 Special Solid Leather Flanged 
side pockets into which plastic 2 Grain Elk Full Yamp. Orthopedic Heel and Top Lift. 
stays can be inserted for 3 Flexible Box Toes — assuring Ye” wedge on inside. 
comfort. 


extra support. Remov- 10 Leather Quarter Lining, Lace Stay 
able at will. 4 Full Grain Welting. and Top Band adds wearing power 


5 Flexible Insoles. rap . ba discolor stockings 
6 Ground Cork Filler provides 4, J Fall Grain Overweight Long 
meee eoenny. Orthopedic Counter, melded te 


7 Full Grain Overweight Soles, for conform to fines of last and ex- 
longer wear. tending to within 4” of the ball. 

8 Special X-Ray Tempered All-Steel 12 Extra strong Twill Napped Lining. 
Orthopedic Shank. 13 Full Grain Elk Upper Leather. 


NEW ENGLAND DISTRIBUTOR: 
KREIDER CREVELING SHOE COMPANY 
602 Atlantic Avenue, BOSTON 10, MASS. 


KREIDER’S SONS ===:=:: 


= MANUFACTURING COMPANY Palmyra, Penna. 


NEW YORK OFFICE Room 1059 Marbridge Bldg. 47 W. 34th St., N. Y. C. 


STYLE 5028 





Boot and Shoe Recorder 








THE MUSSING CORPSE » «. 























SYA NCE upon atime... 


there were assembled 
12 pallbearers— 
each was robed in deepest despair. 
Said they, one to another: Alas, 
our faithful friend is dead—woe is us—no longer will we 
feast on the fat of the land—let us gird ourselves for leanest depression 
—as we mourn the passing of our bread and butter friend 


THE STABLE ORTHOPEDIC SHOE 


AND THEN BEHOLD 

on the face of the youngest of the 12 there grew a look of bewildered 
amazement— ; 

for that One had made bold to peer into the depths of the 

CASKET 
and found it to be 
EMPTY— 
THE CORPSE WAS MISSING— 


Truth is stranger than fiction: and while the above is a Fairy Tale, the fact is that 
many SHOE RETAILERS bear marked resemblance to the mythical pallbearers. 


Facts contradict fiction: 


Take for example the small department store in an Ohio town of 9200 
population. Our salesman had a demonstration on one of the hottest days 
in August— with the temperature in the nineties and the humidity high. 

62 women bought Miller Foot Defender Shoes. The store had spent a total 
of $30.00 for postcards and newspaper announcements of the Showing. 
Resultant sale was over $800.00. 


Moral: Women are still buying and will continue to buy 
Conservative Shoes—Miller FOOT DEFENDERS are the shoes they 
want— Stock them, Show them, Sell them— 


Write for the New, fully illustrated Miller Fall Catalog. 


THE MILLER SHOE COMPANY 
CINCINNATI, OHIO 
Orthopedic Direction of Albert E. Klinkicht 
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They just can’t take it! 


Genuine reptiles are usually bark- 


tanned and are quickly and perma- 


nently discelored by steam. 


De net attempt te steam-selten 
thermoplastic bex tees in rep- 
tile uppers. Get veur Beckwith 
agent’s recommendatien in 
advance of cutting uppers. 
Depending upen which prac- 
4 RS tiee your conditions best faver, 
: \he ean either supply you with 
dry heaters or arrange fer your 
temporary use of canned pre- 
pared selvent hex tees which 
require ne selvent wet- 


ting at pulling-ever. 





Boot and Shoe Recorder 




















At wholesale and retail trade levels, the wide variety 
of new styles and sizes causes great merchandise risks. 
THE ISELIN DIARY, 1868 


THE BETTMANN ARCHIVE 


CLOTHING. 


Taz 


1 CHARLES J LOVEJOY 


Putting Stock in the Future? 


Readying new wares for each season, 


manufacturers in 1868 put a lot of stock in the future. 
Many found financial aid and security against unforeseeable risks in Iselin’s 
Factoring service, already 60 years old... Today, without 
incurring an obligation to be repaid in the future, you can obtain funds 
and eliminate credit risks through Iselin’s service. It will help you 
build seasonal inventories for sale to your customers, and broaden your 
distribution with security ... Our methods are based on 141 years’ experience 
in bringing success to our clients. Use them to expand profitably and 


safely. Send for booklet on our Factoring service to industry. 


William Iselin & Co., Inc. 


357 Fourth Avenue, New York 10, N.Y. 
FOUNDED IN 1808 





RAL BLUE 


#578 









FEATURED IN THIS 


. / en : by . By 
io ARCH PRESERVER si ) 
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—Never having been one to underestimate 


the power of a good trade name, I am in- 





clined to sympathize, although not entirely 


agreeing, with the natives of a South Sea A\U M Py NG; A eae e ® 


island who once received a shipment of 


FLEXI FO EAR 
“magic” axes from a Yankee manufacturer. G3 FLEXIBLE ggg65 FOR Wingy WEAR R WARD w 


—The story, as told by an ethnologist of 
the Peabody Museum in the Massachusetts 


city of the same name, is that native hewers 


of wood, deeply impressed by the sharp- TH IS FALL i in eee 


ness of the axes, proceeded to make some 
of their own with blades of hard wood on 
each of which they proudly carved the 
name of the Yankee. This name, they 


reasoned, was the “magic” which made the 


axes so good. PARE NTS 
—The power of suggestion being what it is, BKRRPING 
maybe this worked; the ethnologist didn’t | GOOD HOUS 


say. But I am definitely not prepared to 
argue that shoe manufacturers and mer- 
chants with established trade names can 


safely monkey with the quality of their 
merchandise. 


—Hence there is no moral to this tale. 
I'm sorry. 





VAISEY-BRISTOL SHOE COMPANY INC. 


ROCHESTER 3, NEW YORK 
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4 
Cy WILL SELL QUICKER AND SATISFY LONGER 
with built-in ELASTIC GORING COMFORT- FIT 




















Speep the acceptance and increase the selling life 
of your styles by constructing your shoes with 
flexible goring at all vital fitting points. 


That is why so many of today’s top-flight shoe 
merchandisers specify built-in goring at the 
essential points of FIT in their shoes. 
You can rely on the Quatiry Gorinc of the leading 
goring makers who use Carr’s Fulflex — 
The Quality Rubber Thread — famous through 
years of satisfying usage for its long-life 
uniformity of tension and size. 


NOTE ELASTIC GORING 
FOR DURABLE FIT 


NOTE ELASTIC GORING 


« 





FOR DURABLE FIT 
NOTE ELASTIC GORING 


cxsuncme @@ Carr-Fulflex* @, 


ee BRISTOL, RHODE ISLAND yy’ 
THE QUALITY ELASTIC 
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Reflecting cautious optimism over the generally brighter outlook in 
the footwear industry, the Commerce Department, in its latest monthly report 
states that reports from the industry indicate that "shoe production was well 
maintained during July and August." 


Commerce Department shoe experts say that indications are "that pro- 
duction for the first eight months of the present year was only slightly 
different from that during the same period of 1948," bearing out earlier pre- 
dictions that 1949 output would approximate that of last year. 


The department further reports that retailers have been cautious about 
placing orders but "did place some for additional quantities during the latter 
part of August. More than anticipated cutting was being done during the latter 
part of the month and in early September which indicates that there is a rather 
general feeling of more favorable retail volume during the coming season." 


Retail volume was off during August, the report continues, "but the 
actual number of pairs sold was higher than the value of the trade would 
indicate. This is a usual off-seascn and retailers were preparing for an 
anticipated improved seasonal demand. Many reported a definite pick-up early in 
September, especially in those areas where schools reopen immediately after 
Labor Day. 
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News (?) from behind the Iron Curtain claims that Poland's three-year 
plan for the leather industry, beginning January 1, 1947, and providing for the 
production of 10,800,000 pairs of leather shoes, has been completed. This 
report, translated from the Polish trade press, and faintly reminiscent of 
Russian claims, says that by the end of May 1949, 10,892,000 pairs were pro- 
duced; 100.3 per cent of the plan. It is expected that 24,300,000 pairs of 
shoes will have been produced during the three years ending December 31, which 
would exceed the original goal by 38 per cent. 

Average daily output per worker is reported to have increased from 3.6 


pairs to 5.9 pairs. Norms for material consumption were reduced so that 
200,000 pairs were reported to have been produced from leather saved by this 


economy. 























Better quality footwear is also reported, together with a greater 
variety of shoes. Pigskin footwear has also been introduced. 


. 2. ¢ 2 @ € 





A footwear exhibition, organized by a shoe and leather export trade 
journal, will be held in London, October 10-14, according to information 
received from the U. S. Embassy. Over 40 leading British shoe manufacturers 
will be represented. Emphasis will be placed on high style footwear. Leather 
finishes which have been devised by new processes will be introduced to the 
trade. 
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Nationally advertised in American Journal of Nursing, R. N., Modern Beauty Shop and American Hair Dresser. 


REFERRED by NURSES. 











THE CLINIC SI 


fot Young, Women in White 


LINIC SHOR 










Demand genuine Clinic Shoes —look for the 
silk trade-mark label in the tongue. 


Nothing aud be finer wo 


DELUXE MODEL 


Hunt-Rankin's Top Grad 


SMOOTHIES MODEL 













Brogandi White Crushed Kid. White Bucko. Brogandi White 
Dufiex Napline White Sole. Crushed Kid. Duflex Napline 
12/8 White Heel and Top- White Sole. 12/8 White Heel 
lift; also leather sole. CLINIC & CLINIC OFF DUTY MODELS © nd Topiin. 






795 $Q95_ 


(In Canada— $1095 $1195) 


Sizes 3% to 12 
Widths AAAA to C 


JUNIORETTE MODEL ee COOLFUT MODEL 


White Glovelk Mocc. Toe White Glovelk. Du flexi 
Blucher Oxford. Lined Catalog showing all Clinic Styles will be sent on Napline White Sole. 12/8) 


Vamp and Quarter. Du- request... together with name of your nearest dealer. White Hee! and Topli 
flex White Nap Sole and 


Spring Heel. THE CLINIC SHOEMAKERS 


10th Floor Shell Building . Dept. JN-10 St. Louis 3, Missouri 





3S-9011 


3-to-1 preference over next most 


popular brand revealed in independent 
surveys conducted by the nation's 


two leading nurses’ journals. 
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Black Colt Strap Ba a. 
Flexible Leathe ale. 
Leather Sog . 
Cushiog 
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hfe Leath 
ite Satin- 


©5101 Black Leather 
5201 White Leathe 
©5501 White Sais 2!/>-3 $2.35 
Dyeable ede 

3/2-9 : Blac 


eather 















©5102 Black Leg 04 Brogf Leather . ; 

©5202 White ©5804 Ref Lecther Soft, All-Leather Ballerinas for 

©5502 White 9 GrowindfGirls’ 3'/5-9 Street or Indoor Wear. Faille 

Medium and A Medi nr — Lined. Non-Skid Sueded Sole. 
Cushion Heel Seat. Leather Sock 
Lining. 


3'/2-9 *5302 White Colt 
©5405 Black Suede 
¢ 5605 Cherry Red Leather 
——pe = °° 5503 White Satin 
©5402 Black Colt 


THERE’S A Whitley FOR EVERY DANCINGANEED ! 
HAND MADE AND HAND LASTED 











AYMERICA is on a 
u can capi 
ales a 
dang 











Genuine Patent Leather 






Cleated Heel 
©5603 11-3 Youths $3.00 ; 
#5604 3!/2-6 Boys $3.75 Waite £8. Cleated Heel. 






°5203 Child's Patent 8!/2-12 
©5206 Child's White Elk 


©5204 Misses’ Patent 






Medium Widths 
Lip Taps included with order. 
























: *5207 Misses’ White {| $2.65 
VERY 5205 Growing Girls’ Pafgft'W/>-9 
PACKED IN OUR ; *5208 Growing Girls’ Whe Elk $3.00 
log Showing Complete i aed 
ATTRACTIVE ine of Slippers and Casuals Lip Taps included with order. 
WHIRLER BOXES NATIONALLY ADVERTISED 





DISPLAY MATERIAL AND MATS ON REQUEST 


158 DUANE STREET, NEW YORK 13, N. Y. 
GERDAGRAM FOR EXPORT — 


saul  Footucar COMPANY, INC. 
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BOOT and SHOE 


Meo! the 


J. W. CORCORAN, manager of 
Paul’s Shoes, Kansas City, Mo., 
says: 

“Talk of defeatism or frustration 
among really competent shoe deal- 
ers is not much in evidence here, 
simply because there is no basis for 
it. As I see it, only a lot of foolish 
talk could bring on even the ‘fringe’ 





symptoms of depression, since there 
is no realistic basis for such gloomy 
prophecies. 

“First of all, employment is at a 
reasonably satisfactory level, wages 
are high, but even more significant, 
the backlog of American savings or 
liquid assets, readily convertible 
into cash, stands at around two hun- 
dred billion dollars. Here at Paul’s, 
we are engaging in moderate ex- 
pansion and modernization, and find 
it completely consistent with the 
business situation; for our business 
has reached a firm readjustment 
since our boom period, 1946; and 
our volume is running 75 per cent 
or a bit more, of the top sales figures 
for “46. Our volume is running at 
least 50 per cent over the prewar 
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period and our sales trend i8 up, 
not down. 

“However, we adhere to certain 
essential policies. We keep our 
novelty and seasonal specials cleaned 
up .. . don’t let them accumulate 
for the future. On staple lines we 
are not so careful, but careful 
enough. Our inventories now are 
low. We do not maintain a padded 
sales force but keep enough em- 
ployes to handle maximum sales 
and no more.” 





H. N. FISCH, sales manager for 
H. J. Justin & Sons, Fort 
Worth, Texas, says: 

“Shoe business and boot business 
is definitely picking up. We again 


Inc.. 


find merchants dropping into our 
office to place orders and they carry 


_with them a list of their needed 


sizes. 

“Much of Texas is in for a tre- 
mendous boom in business this Fall. 
Prospects for cotton in West Texas 
were never brighter. Farmers in 
many cases were forced to plow un- 
der other crops and put in cotton 
and as a result thousands and thou- 





sands of itinerant workers will be 
needed. 


“During cotton picking time, 
farmers need much additional help 
and it’s the cotton picker who 
spends his money as he earns it 


and brings boom business to the 


merchant.” 





MAC ETTENGER of the Boston 
Shoe Store (established in 1915), 
Philadelphia, Pa., says: 

“The main problem of a neigh- 
borhood shoe store is to keep the 
trade interested enough so that they 
don’t have to go into town to shop; 
and at the same time to keep them 
interested without getting your stock 
involved. We have found two things 
important to keeping them inter- 
ested. One is to carry a large in- 
ventory and the other is to have a 
price variety that includes some 
cheaper shoes; but more of the 
better shoes. As we do not have 
a transient trade, we have developed 
a knowledge of the wants of the 
families who live around here and 
who depend on our store for the 
types of shoes needed by each mem- 
ber of the family. 

“We have to consider the two 
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kinds of customers who usually shop 
downtown in the department stores 
—the bargain hunter and the woman 
who prefers good shoes and knows 
what she wants. We soon recognize 
the type of customer and our well 
stocked shelves are ready to meet 
her needs; so that she does not have 
to seek further. If she happens to 
be a newcomer to our neighbor- 
hood, it is doubly important that 
satisfaction is sold to her for that’s 
how our regular trade is built up. 

“The best advice to the neighbor- 
hood shoe dealer is to know whether 
your customer is the type that your 
stock can take care of regularly 
and if not, don’t get involved.” 





CHARLES S. TELCHIN of Telchin 
& Campanella (architects), New 


York City, addressed the third an- 
nual modernization show recently 
and said: 


“Store design has become a vital- 
ly important part of the postwar 
drive to maintain a high business 
volume or developing new business. 
More and more stores are modern- 
izing. For example, the chains alone 
spent 457 million dollars last year. 
which incidentally was 18 per cent 
more than they spent in 1947, in 
adding new units and re-doing the 
old ones. Store architects have made 
many contributions to modern re- 
tailing. These contributions not 
only include increased patronage 
and higher unit sales but more 
efficient operation with lower cost 
per sales transaction. 

“Architects are the men who com- 
bine the arts and sciences into the 
magical transformation of NEW 
FACES FOR OLD. To understand 
what makes a good architect tick. 
let’s take one apart: You will find 
that 25 per cent is for his knowledge 
of merchandising—the ability to 
move merchandise off store shelves 
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into the hands of customers. In this 
25 per cent you will find subdi- 
visions such as how traffic moves 
and how traffic can be controlled. 
Another subdivision covers the lo- 
cating of departments in a store so 
that the merchant derives the great- 
est profit from them. Another 25 
per cent will be made up of train- 
ing in engineering, practical design 
and color, construction materials. 
cost estimating and the law of con- 
tracts. What is left is 50 per cent— 
the most important 50 per cent! 
This 50 per cent is experience—the 
experience which is the sum total of 
every job he has done. The more 
jobs, the more experience, the great- 
er his ability to apply to specific 
problems, ideas that have proven 
successful elsewhere.” 
* fom * 

GEORGE M. PIKE, manager of one 
section of the women’s shoe depart- 
ment at the Boston Store, Provi- 
dence, R. I., says: 


“One of the difficult problems of 














a shoe retailer is the correct ap- 
praisal of business reports. These 
reports are oftentimes at opposite 
points on the balance—one being 
extreme in one way; another the 
extreme in the opposing direction. 
Much seems to depend upon the in- 
interests or the trade groups who 
sponsor these reports. 

“For the average retailer, the best 
procedure seems to be to read all 
the reports, from the various econ- 
omists; consider them all and ac- 
cept a middle-of-the-road policy. In 
this way the retailer is less likely to 
be extreme in his judgment and the 
management of his business will 
proceed more evenly, because he 
will be taking less risk.” 


= = = 


PARKE DOWD of Bullock’s, Los 
Angeles, says: 

“I like to hear men joke about 
women’s shoes. A woman dresses to 
be noticed and for her, one or two 
comments are worth the price of a 
pair of shoes.” 











eo 
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“This set-up is only temporary—'til my lumbago lets up.” 
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Shoe Institute's Program for 50 
Has Seasonal Objective 


Men’s, Women’s and Children’s Shoes to Be Given Concentrated 
Promotion in Order to Acquaint Consumer with Values Inherent 
in Shoes—Program Outlined at New York Meeting. 


A PROGRESS report on the first year of the shoe indus- 
try’s public relations program, and an outline of plans 
for the 1949-1950 program was delivered by Joseph E. 
Boyle, vice-president of public relations, J. Walter 
Thompson Company to the executives of the National 
Shoe Manufacturers Association and National Shoe 
Retailers Association, and representatives of the trade 
press at a luncheon conference held in the Park Lane 
Hotel. New York, September 14. 

The 1949-1950 program, sponsored by the two asso- 
ciations, is based on the experiences and observations of 
the past year. 

William W. Stephenson, executive vice-president of 
the National Shoe Manufacturers Association, presided 
at the conference. He and L. E. Langston, executive 
vice-president of the National Shoe Retailers Associa- 
tion, also spoke briefly on the progress of the campaign. 
Mr. Boyle said in part: 

“The past year of the program consisted of explora- 
ticn and experimentation. At the time the program was 
undertaken, we pointed out that the job shouldn’t be 
undertaken unless three or five years could be devoted 
to it. We have been quite encouraged by the results of 
our work. We have profited by our mistakes, and can 
now see where we're going. 

“We are more interested in increasing ‘sales over the 
counter’ than the number of releases which have been 
published, but as evidence of what we have done here 
are some statistics on releases. In the first 12 months of 
our program, we have sent out a total of 78,685 releases 
to various media. That’s a record of our accomplish- 
ment on publicity. Now, looking ahead for the coming 
year, we have divided our program into three parts: 
children’s, women’s and men’s shoes. 

“Our objectives in the children’s promotion is to edu- 
cate parents on the importance of frequent shoe changes. 
We plan to send out a batch of factual material on chil- 
dren’s shoes this year. We will play up the necessity of 
frequent changes and refitting. These releases will go to 
editors of women’s pages in newspapers, women radio 
commentators, syndicate editors and special interest 
publication editors. Seasonality will be a factor. We 
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hope to send out releases every month containing stories 
en children’s shoes. 

“The objective of our women’s shoe program will take 
women’s shoes out of the utility class and stress com- 
plete costume coordination. This will be a long time 
job, making editors of magazines and newspapers be- 
come aware of shoes in fashion news. Another fault in 
the picture is that the retailer doesn’t stress coordination 
enough himself. How are we going to make them aware 
of shoes? We will send a broadside to retailers preach- 
ing and selling the importance of coordination. 

“Through the National Shoe Retailers Association, we 
will send a limited number of stories selling the idea of 
coordination. We will also put out a special fact file on 
the coordination of style and fashion to all editors. com- 
mentators and newspapers. 

“A Fashion Press Party will be held at the National 
Shoe Fair where we will through personal contact sell 
editors on shoes. We want to make them shoe conscious. 
Every month, this group of editors will receive releases 
and scripts on special stories relating to women’s shoes. 

“The objective of our men’s shoe promotion will be 
to stress the theme ‘seasonality in men’s shoes.’ We've 
got a big obstacle here in that there is no section in our 
newspapers today devoted to men’s fashions. 

“We have to educate editors to an awareness of men’s 
shoes. This has such potential that we ought to begin to 
put more pressure on editors. 

“To get an idea about the consumers’ and retailers’ 
attitudes towards men’s shoes, we studied the Elmo 
Roper survey. We found that ‘one half of the men have 
only two types of shoes.’ They were unaware of sea- 
sonality. ‘Forty-three per cent had bought only one or 
no pairs of shoes during the time covered by the survey.” 
‘Thirty-two per cent claimed it was hard to find shoes 
they liked the looks of and which were also comfortable.’ 

“The facts are that men now buy shoes because they 
need them, and not because of season, style or the suit 
they wear. As for the retailers, “85 per cent of them 
claimed that men were satisfied with the styles and types 
of shoes they were getting.’ Obviously, the retailer needs 

[TURN TO PAGE 100, PLEASE] 
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B ACCESSORY 


Maen TRENDS: 


Logical Promotions for October Through 





December Selling, Smooth and Reptile Leathers 
in Warm Browns to Go with Furs; Suede and 


Rich Fabrics in Colors to Give Warmth and 





é . Contrast to Dark Clothes. 





New wristbone length evening gloves in 
glacé leather by Kislav are accessory news. 
Suede handbag and grosgrain - trimmed 
suede pumps by Delman are shown with 
plaid silk-taffeta evening coat, Monte-Sano. Spring, always a logical time to sell smooth and glossy 


leathers, the style should be firmly established. We show 
here a shoe and bag in Cognac Brown calfskin because 
that is the brown shade most frequently mentioned in 
discussions of Spring colors to go with Spring clothes, 
not only with brown but with black, navy blue and pale 
pastels as well and to coordinate with brown furs. 


WITH the shoe industry well-launched on its plans for 
Spring, it is good to note that several current trends are 
carrying over into this season and are expected to be 
stronger then than now. The increasing use of smooth 
leathers is a case in point. Already retailers have noted 
this interest in the sale of an unusual number of smooth 
calfskin shoes in navy blue last Spring; the calfskin 
shoes in some stores out-selling the navy suede. 

This Fall shows the same trend continuing. By next 


Multicolor cordé bag from Rainbow Cordé 
Handbag Co. Matching sandal, Toni Drake 
by Melori Shoe Co. 


Cognac Brown calfskin bag with over-shoulder 
strap, Goldsmith. Tailored pump on 16/8 heel, 
Rhythm Step by Johnson-Stephens & Shinkle. 











COLORS and MATERIALS for 


WINTER -into-SPRING SELLING 


For the Winter season immediately ahead of us, it is 
again a perfect shoe color for furs in mink tones. With 
this as a coordination selling theme, you can begin to 
promote your Cognac Brown shoes, bags and other acces- 
sories, giving yourself and your customer a chance to try 
out their possibilities before you do your first Spring 
buying. It is a good color, warm and definite enough 
in tone to be a real contrast with all the dark colors in- 
cluding black and with many lighter ones. 

Another kind of leather surface that should sell well 
right through the Winter and into Spring is alligator. 
alligator-lizard and lizard. These reptiles have a smooth 
finish plus a textured surface that harmonizes with the 
growing trend to textured surfaces in ready-to-wear fab- 
rics. It is, of course, also the type of leather that is a 
“natural” with tweeds and other smart new woolens. 

For dressier clothes this Winter we suggest a continu- 
ing promotion of suede plus the introduction of some 
other leathers and fabrics. Among the leathers, patent 
leather is the most logical one to serve as a transition into 





Box bag in genuine alligator, leather-lined, 
from Bass. Matching pump from Robern. 


Spring and is in itself a bright promotion spot for De- 
cember selling. With velvet and satin the important 
fabrics in bag and shoe combinations in September, 
October and probably part of November, it will be high 
time to look for another fabric to follow these in Decem- 
ber. We suggest something entirely different in texture; 
the cordé bag and shoe shown here is one such idea. 
And since multicolor suedes have been so strong in cer- 
tain sections this early Fall and there is so much talk of 
multicolor for next Spring and Summer, why not plan 
a really good multicolor promotion to bring the wemen 
into your stores in November and December when busi- 
ness may be lagging a little except in the evening shoe 
and slipper departments? 

These are only a few ideas for what we have called 
your Winter-into-Spring selling season. There are many 
more promotion possibilities in leathers, fabrics, colors, 
patterns and heel heights; ideas to try out with a view 
to getting consumer reaction as a guide to next Spring’s 
selling season. And as you test your customer’s tastes 
with shoes, why not back up your promotion with smartly 
coordinated handbags, belts and perhaps gloves? 
have a double chance of selling a shoe when you can 
match it with accessories and when that shoe is sold, 
with a handbag to match, don’t forget you have made a 
dauble sale and very probably gained a steady customer. 


You 


Multicolor suede bag and shoe, both Valen- 
tine Division of General Shoe Corp. 
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Sketches by MIMI HARNEY 
























Gay stripes for walls for Fall. Make the little figure at the left of raffia; use ribbons for 
legs and arms. A small shelf on a dowel forms the skeleton of the wall display. Eyes 
are cut out of felt. 


For the young collegian. Memo pads and background are of painted beaver- 
board. New “Tek” wood on the market is good. Use good photographs, 
mounted on boards and cut out, to tie in with side units. The middle g 

posts can be plywood; the shelves are placed for merchandise. 




































Fhe author will answer inquiries on window 

by BEN WALTERS display problems. All such inquiries should be 
Walters Display, New York addressed to Mr. Walters, c/o Boot AND SHOE 
Recorver, 100 East 42nd Street, N. Y. 17, N. Y. 





Below: The new “Celastic” can 
be draped as shown around the 
new “drape pleater.” It can be 
painted and repainted. The 
leaves of “Celastic” dry to a 
stonelike quality strong enough 


to hold shoes. 


~ 






Right: A wall unit shaped 
like an apple boasts a 
cut-out section for a pho- 
tograph or for shelves 
for shoes. Use green felt 
for leaves, with buchram 
backing for stiffness. 
































A centerpiece that is 
merely a dowel with 
a pumpkin head. 
Dress him with raffia. 
a child's jacket. The 
dowel that goes 
through the sleeves 
has shoe hooks on the 
ends for me: chandise. 
Two plaques support- 
ing the scarecrow are 
mounted on hlocks. 


Far right: Take simple pic- 
ture frames, gild them and 
hang in Victorian manner 
with ribbon and gold leaves. 
“Pretty as a picture” for 
evening shoe display. 
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Samples of the ads 
run by Robinson’s. 
Ads appear daiiy in 
the same position 
Ge : on the same page 

tOTTE ht ose, yf on te ance of the newspaper. 
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SALES VOLUME 


IN a year when many shoe men seem somewhat com- 
placent about sales volumes ranging from 60 to 80 per 
cent of the peak boom volume of 1946 or thereabouts, 
it is unusual to find one who is achieving sales results 
in excess of the peak period and who isn’t complacent 
about it—who thinks, in fact, that there are still distinct 
possibilities of doing a better job of shoe retailing, of 
improving certain aspects of advertising, promotion and 
display. 

Addison Cox, manager of Robinson’s Shoe Store in 
downtown Kansas City, Mo., is the man, and he says, 
modestly, “Right here at Robinson’s we are reaching the 
sales volume of our so-called peak boom period: in fact 
we are surpassing it, with a volume of about 105 per 
cent of that period. To achieve this, we have utilized 
every strategy in advertising. promotion and just plain 
hard work which our ingenuity can devise, yet we are 
not satisfied that we have exhausted every possibility or 
that we are doing a perfect job. We are not resting on 
our oars, and we feel that in some angles. notably adver- 
tising and seasonal promotions, we shall bring still 
greater perfection to our sales methods. We feel that 
there is still room for greater efficiency and smoothing 
up of promotion methods at Robinson’s.” 

Some shoe men might feel that little improvement 
could be made in Robinson shoe advertising. Daily it 
appears in the same choice spot-—bottom of the third 
page of the Kansas City Star; daily it offers the mer- 
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rors PEAK BOOM FIGURES 


Robinson’s Shoe Store in Kansas City, Mo., Is Experiencing Sales Figures 

Which Are at Least Five Per Cent Higher Than Those of the Peak 

War Y ears—Here’s How Thoughtful Promotion and Attention to Details 
Have Increased This Store’s Business 


chandise to be featured that day. Still Mr. Cox is not 
completely satisfied. 

“Daily we criticize our advertising,” he says, “and 
feel that we might improve it. Members of the selling 
force and I get together and look for weak spots in our 
ads. I encourage salesmen, store executives and window 
dressers to look for weaknesses, omissions, faults of 
illustrations and text. We study the ads of our com- 
petitors, and they look mighty good to us. So we are 
never complacent about our advertising.” 

Robinson’s advertising is of interest because of what 
it reveals of promotion methods at this store. All adver- 
tising is specific, and most is definitely of a promotional 
nature, emphasizing a certain type of shoe. 

Says Mr. Cox, concerning advertising of shoes for 
children, for instance: “Sometimes | feel that we use 
more advertising on children’s shoes than many retailers 
do in their entire advertising campaigns, annually. How- 
ever, I regard these ads as money well invested, which 
is returning big dividends. We have a specialist in fit- 
ting in charge of our children’s shoe department. and in 
these ads we emphasize the fact that four generations 
of mothers have put confidence in our expert fitting 
service. In recommending certain types of shoes, we 
emphasize that children’s feet are too precious to take 
chances with. At certain specified periods, for a week 
at a time, we ask mothers to bring in the youngsters for 
a size check-up without obligation.” Potent, too, in pro- 
moting sales of children’s shoes is emphasis on the harm 
inherent in the wearing of outgrown shoes. 

Mr. Cox believes that the Robinson methods achieve 
substantial volume in sales of shoes and related acces- 
scries to the thousands of students at colleges and 
schools in the Kansas City area. This includes the East- 
ern part of Kansas as well as the Western part of Mis- 
souri, all within the Kansas City orbit. 

“My belief is that it takes something special to pro- 
mote maximum sales of shoes and accessories to the 
college girl of today, so my answer to that challenge is 
Robinson’s Fashion Board—a group of girls chosen 
because of their good taste, appearance and position of 
leadership in their respective schools. This Fashion 
Board consists of four members who have been em- 
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ployed at Robinson’s full time right through the weeks 
preceding the opening of schools. 

“These young women are assigned the task of choos- 
ing many of our shoe styles, as well as other accessories; 
these are exploited in our display advertising as selected 
by our Fashion Board. Each girl acts as a Fashion Ad- 
visor for her particular school. In connection with such 
advertising, we run teaser heads like ‘What Makes a Girl 
Like Dancing?’ This year, girls flocked to our store 
from many schools and colleges, to interview their 
schoolmates on our Fashion Board. 


“Because we put in a lot of time and energy engineer- 
ing this form of promotion, I am happy to say that it 
proved most effective during the pre-school weeks. From 
a dozen or more schools not represented, we got a lot 
of visitors and customers. Not only shoes, but hand- 
bags, hosiery, belts, etc., moved out of our store rapidly, 


largely as a direct result of this promotion.” 


To attract the men students, corresponding roughly 
to the number of young women students in this area, no 
comparable fashion board was feasible. “I don’t sup- 
pose men would respond to such a promotion idea,” 
said Mr. Cox. “However, we did use the best advertis- 
ing appeal we could devise—well illustrated, large dis- 
play ads with headings and copy slanted toward the 
college man. Accessories for men were promoted in 
volume comparable to those for women. 

Perhaps next in importance, in the opinion of Mr. 
Cox, in the matter of successful promotions at the Robin- 
son Shoe Store concerns the matter of mail order busi- 
ness, adding considerably to the normal volume. “The 
situation in Kansas City is advantageous in regard to 
mail order possibilities; almost any alert shoe merchant 
can utilize this advantage if he so plans. Reason here 
especially is because the Star’s circulation covers Eastern 
Kansas and Western Missouri with unusual thorough- 
ness. That makes for efficient results for advertisers.” 

Perhaps other elements were contributory, admits Mr. 
Cox. The repair department, advertised at the top of 
every Robinson ad, is a factor in making the store’s ads 

[TURN TO PAGE 100, PLEASE] 
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High Taxation Hits Retailing 


THERE is a feeling on the part of many shoe manu- 
facturers, reflected in public utterances and in expres- 
sions to Boot AND SHOE RECORDER, that retailers as a 
group are inventory conscious to a degree that some- 
times stands in the way of their own best interests, and 
that in consequence the policy of cautious buying has 
been pursued to a point that may have resulted in lost 
sales or dissatisfied customers. 

The viewpoint of the manufacturers in this regard is 
understandable and it is undoubtedly shared to a con- 
siderable extent by many retailers. But there is another 
side to the question. 

On the need for maintaining adequate stocks of 
merchandise in general in retail stores, Lew Hahn, 
president of National Retail Dry Goods Association, is 
reported to have declared: “Empty shelves are a re- 
proach to a retailer, sure enough, but in filling them 
up again, let him be sure it is with wanted items. Other- 
wise, he runs the risk of emptying something else 
equally important to him—his bank account.” Com- 
menting on this statement by Mr. Hahn, National Shoe 
Retailers Association observed in its September mem- 
bership bulletin, National Footwear News: “This repre- 
sents the common sense approach to inventory, the 
compromise between two equally dangerous extremes 
of risk.” 

It is true, as has often been said, that risk taking is 
a necessary element in operating a business under 
private initiative and free competition. But it is also 
true that there are abnormal risks in retailing today 
and it is these abnormal risks that account for the 
policy of extreme caution pursued by many merchants 
and buyers. Back of today’s abnormal risks and 
affecting producers as well as retail distributors, lie 
three causative factors, namely, high costs of raw mate- 
rials and merchandise, high operating costs, including 
wages and salaries, and the existing high level of 
taxation. 

To maintain the adequate inventory of styles, sizes 
and widths that the average shoe store would like to 
have calls for a much greater investment at today’s 
prices than was necessary in pre-war years or during 
the war period. Some retailers would willingiy take 
the risks involved but for their fear of a price decline. 


From present indications there is little reason to an- 
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ticipate any substantial decline in shoe prices in the 
immediate or early future. Despite reassurances on 
this point there are other merchants who have been 
unable to build up their stocks to the point that they 
might consider adequate because they do not have 
sufficient working capital. 

Lack of sufficient capital on the part of a successful 
retailer following a boom period such as we have wit- 
nessed since the war, may seem strange to anyone who 
is not face to face with the realities of doing business 
under today’s conditions. The plain truth of the mat- 
ter is that high taxation has soaked up the profit that 
would otherwise have gone toward capital formation 
and business expansion. That is true of a vast num- 
ber of retailers, wholesalers and manufacturing firms 
It is a situation that threatens the profitable 
interferes 


alike. 
operation of many business concerns. It 
with the smooth, efficient operation of our economic 
system. It could be a contributing factor in bringing 
on a serious depression. 

High costs of raw materials and merchandise seem 
likely to continue for a long time to come; in fact a 
precipitate drop in prices would undoubtedly prove 
disastrous to everyone. With prices at current levels 
there can be little expectation of an immediate and 
substantial decline in wages. salaries or other operat- 
ing costs. But what about taxation? 

Most business people, we believe. are firmly con- 
vinced that taxes can and ought to be reduced. They 
cannot be reduced to pre-war levels or anywhere near 
that point. We are all familiar with the reasons why 
that is true. Those reasons involve foreign commit- 
ments that most Americans deem necessary, outlays for 
national defense that are positively essential with the 
world in its present state, and the vastly increased 
costs of government that are inevitable under today’s 
inflated cost structure. Those factors cannot be dis- 
regarded. But there are many points at which costs of 
government could be very considerably curtailed. It is 
scarcely necessary to enumerate them to anyone who 
reads the newspapers or listens to radio news broad- 
casts. 

Government expenditures are being maintained at 
fantastic levels and steadily increased because it is not 

[TURN TO PAGE 120, PLEASE] 
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Lustreegs ts Good... 


with HEALTH SPOT SHOE Dealers 


aels 
, AND THERE ARE PLENT 
DEALERSINE AVAILABLE! 






Our dealers from all over the country 
are telling us “Business is Good.” 
They’re earning a substantial profit 
with less work and worry than ever 
before. Many Health Spot dealer- 
ships are still available in large and 
small towns to qualified men with 
experience in the shoe business. 
Visit us at the shoe fair...and get full 
details about a franchise in your city. 


National 


SHOE FAIR 


ConveNTION CHICAGO 


804A 805A 806A 
STEVENS HOTEL | 


With Health Spot you sell a staple line of quality 
footwear, backed by support from the home 
office by way of inventory and cost controls, 
merchandising advice, sales assistance and ad- 
vertising aids. Visit our display and let us show 
you how easy it is to operate a successful, profit- 
able shoe business with the Health Spot Line. 


FOR MEN, WOMEN AND CHILDREN 


HEALTH SPOT SHOE COMPANY oconomowoce, WISCONSIN 
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ST. LOUIS BUYERS SEE 
GAIN IN CASUAL TYPES 


IN spot checking leading St. Louis 
shoe departments to get material for 
this retail letter, we recently sounded 
out buyers on the anticipated impact 
next Spring of the casual or slip- 
lasted shoe. Will the demand continue 
to move upward? Will it slip back- 
ward? Or will it just hold its own? 
Fairly unanimous in the opinion -of 
buyers interviewed was a belief that 
sliplasted footwear would continue to 
gain in consumer acceptance. 

Number one concern of shoe retail- 
ers at the present time, however, was 
making Fall volume. 

“We're doing our job just like Eddie 
Dyer and the Cardinals,” said one 
buyer. “We're playing today’s game 
today and not worrying about tomor- 
rowy’ Buyers are concerned, never- 
theless, with the buying of next 
Spring’s stocks. And the question of 
how heavy to go on casual shoes con- 
fronts all shoe men dealing in women’s 
shoes. Some estimates put the casual 
component of Spring 1949 stocks 
around the 40 per cent mark. Others 
go even higher. 

Regardless of what percentage of 
1950 Spring stocks will be comprised 
of sliplasted types, buyers in the bet- 
ter grade departments do not look 
upon the continuing trend to such 
type footwear with 100 per cent ap- 
proval. Said one buyer, “Too high a 
percentage of sales made up of casuals 
makes it difficult to make your dollar 
volume, because you have to increase 
your unit sales to offset the lower 
prices.” Other buyers also warn of 
the danger of downgrading their cus- 
tomers by buying too heavily in 
casuals. 

“But with so many dressy types of 
women’s footwear now being made by 
the sliplasted process.” said a promi- 
nent St. Louis shoe spokesman, 
“avoidance of downgrading your cus- 
tomers has become doubly difficult.” 


=) 


REPTILES SELLING 
IN BALTIMORE 


Wirn inventories reduced to an all- 
time low, Baltimore retail shoe deal- 
ers began their Fall promotions in 
earnest in September. From buyers in 
major department stores and specialty 
shops came the word that interest in 
brown alligator, alligator-lizard and 
snakeskin has become keen, and ac- 
cordingly they are stocking rather 
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fully. One store reported these shoes 
in the $22.95 to $35 range since their 
clientele demands high style and high 
prices. Another reported these reptiles 
selling in the open heel and toe san- 
dal with cuban heel, closed toe and 
back opera pump and sling back high 
heel pump. 








HUTZLER'S 


store hours 9.15 to 5.30... Thursdays 12 to 9 


English 
HHustard 
































English Mustard, new shade for Fall, 
offered in casual types by Hutzler's 
in Baltimore. 


Wyman, jumping on the reptile 
bandwagon, devoted their entire left 
window on Lexington Street to foot- 
wear in these three skins in prices 
under $30. 


Hess shoes featured in newspaper 
display an alligator-lizard closed back 
open toe pump with instep bow and 
sling back open toe and hee] pump 
for $10.95 in their lower priced shoe 
salon in their Howard Street store. 


SS = 


DETROIT SALES FIGURES 
EQUAL LAST YEAR'S 


CAUTION is the keynote of the De- 
troit shoe business currently, with 
some aggressive merchants promoting 
either lower priced or especially at- 
tractive shoe offerings reporting vol- 
ume very satisfactory. Figures gen- 
erally are up over the preceding two 
months, and appear just about even 
with a year ago, averaging both “up” 
and “down” reports. 

Major factor here has been the 
snse of impending business doom that 
has hung over the community for 
weeks with the Ford strike expected 
and postponed two or more times. Tied 
in with the national concern over the 
steel situation, merchants in this com- 
munity generally have felt, the Ford 
situation would be the determining 
factor in business trends for Fall and 
Winter. An election campaign in 
which labor groups took an excep- 
tionally prominent part. with the big- 
gest election day turn-out for a pri- 
mary in 12 years on September 13. 
was a further disturbing factor. 

A substantial amount of very selec- 
tive buying. adding up to significant 
totals, has been in progress, as cus- 
tomers have tended to make up for an 
unusual postponement of buying for 
Fall. This gave a slight stimulus to 
sales in women’s lines, as well as to 
children’s shoes, since pre-school pur- 
chases were unusually late, and nor- 
mal August business appeared to be 
starting in September in typical stores. 

The dominant style note continued 
to be black, which has had a rather 
long sway locally. Retailers, some 
caught with a sizable stock of colors 
which proved disappointingly slow- 
moving, have found the turnover slow 
even at reduced prices. Black suedes 
were the outstanding leader in the 
field, with retailers continuing to re- 
stock them as well. 

Business operational background 


Boot and Shoe Recorder 








has returned almost to a prewar type 
of “normal,” with concern over typi- 
cal competitive problems, business 
trends, and styles paramount, in con- 
trast to the labor and supply prob- 
lems which still troubled the industry 
even a few months ago to some extent. 

Keynote of the “new look” in retail- 
ing is concentrated attention to mer- 
chandising and promotion, reflected in 
store practices as well as in adver- 
tising. 

* © *& 


FALL SALES ACCELERATING 
IN CHICAGO 


F ALL retail shoe sales in Chicago are 
gradually accelerating. Business has 
been improving in this area ever since 
mid-August, with indications that sales 
for September, when totaled, will 
equal those of a year ago. The week 
just preceding the opening of school 
saw a boom of business in all chil- 
dren’s and teen-age departments. 





Black suede and black calf pumps 
and sandals are leading current sales, 
although there is also a good demand 
for blue and green. Sales of tailored 
and semi-tailored types of shoes are 
increasing along with the wearing of 
suits and other Fall apparel. Accepted 
well in high style salons are combina- 
tions of black suede with satin, blue 
suede with satin, black suede with 
lizard, and suedes latticed with rib- 
bon. Beads, sequins, embroidery, and 
gold jewelry effects are also being 
promoted on suede sandals. Velvet is 
being extensively promoted and tied 
in with many coordinated programs, 
with Carson, Pirie, Scott & Co., for 
example, including a velvet pump in 
a “Velvet Now—” promotion. Legend 
reads, “Superb for the witchery it 
lends your every hour from tweed to 
twilight.” 

Platforms are still in demand for 
dressy shoes, although there is a grad- 
ual swing to single soles, due to the 
trend toward closed shoes. Although 
in some quarters it is estimated that 
closed shoes will account for nearly 
75 per cent of the sales of dressy 
shoes, open toes and heels are still in 
the picture, and shoe men expect the 
ratio to be reversed again next Spring. 


Crepe sole shoes experienced excel- 
lent sales to the back-to-school trade. 
Casuals are continuing to sell in about 
equal proportion to a year ago. 
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Joseph's in Chicago featured their 
walking types with turnover cuff 
treatment in this ad recently. 





LOS ANGELES STORES 
HOLD SCHOOL PROMOTIONS 


THE normal American boy—that en- 
dearing combination of Superman, OF 
Dan’] Boone, and an overwrought 
Apache—was being wooed again by 
calendar-wise merchants in Los An- 
geles recently. 

Some hundred thousand of him— 
55,000 at the Broadway-Crenshaw 
alone, other mobs at the Broadway 
Downtown and Bullocks-Pasadena— 
swelled the hero-worshipping scram- 
ble that greeted the entrance of Hop- 
along Cassidy, veteran cowboy star 
and newly rediscovered television 
hero, into the children’s ready-to-wear 
field. Other thousands saw double at 
twin contests, vaudeville shows, and 
fashion displays sponsored by the 
Downtown Business Men’s Associa- 
tion. Animal acts and magicians 
spiced a mother-daughter fashion 
show at the May Company’s three 
branches. 

Behind the sugar coating: the an- 
nual competition for Junior’s back-to- 
school trade. 

In juvenile footwear, the crest of 
buying was later than in previous 
years. By the turn of the month, how- 
ever, business had hit its stride, with 
over-all figures comparing favorably 
with former levels. 

Red, from wine to crimson, was the 
factor in color choice. 

Harry Durand, Eastern-Columbia 
shoe buyer, reported that wine calf- 
skins caught the fancy of school-age 
boys. Promotion of shoes was more 
vigorous than in recent years: East- 
ern-Columbia devoted both windows 
flanking its Broadway entrance to 
footwear for  infants-through-high 
school ages. 

Price is a greater factor in shoe 
sales this year, reports GallenKamp’s, 


family shoe chain. Bulk of business is 
being done in the medium price range. 
The staples in school shoes, brown 
and white saddles and brown oxfords, 
were leading in sales. 

Sales are maintaining last year’s 
level, Bullocks-Pasadena reported. 
Cowboy boots were popular with the 
very small fry. Spurred by Hopalong 
Cassidy’s personal appearance, cow- 
boy boots were also selling unusually 
well at the Broadway's downtown de- 
partment store. 

I. Magnin’s Los Angeles store re- 
peated a successful promotion of last 
February with a 20 per cent reduc- 
tion in the price of all children’s play. 
school and party shoes. Response to 
the three-day event was gratifying, 
according to the manager of the chil- 
dren’s shoe department. 

Stylewise, gold, most popular nov- 
elty shade of a year ago, has been re- 
placed by red, which is running neck 
and neck with staple brown as the 
most sellable color. Some suede is 
being shown in children’s footwear, to 
“sweeten up” the traditional styles. 
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BLACK LEADS SALES 
IN MIAMI 


WuiLe the college girl rather side- 
stepped the classic saddle oxford when 
assembling her Fall wardrobe, her 
high school sister clings to the oxford, 
Miami shoe retailers report. Shops 
during the past month have been busy 
furnishing back-to-school shoes, and 
through markdown sales, getting rid 
of oversized inventories. 





Black continues to be the number 
one item with all shops. In charcoal 
black suede or lustrous calfskin, it is 
the black shoe that continues to be in 
demand. A surprising note is the in- 
terest in navy and dark blue. This is 
the next best color so far. Brown does 
not appear to have much appeal up to 
this time. There is some slight activ- 
ity in reptiles, particularly in the grey 
tones. A dark red and several shades 
of mulberry are appearing at this 
time, and while sales so far are not 
heavy enough to indicate what the 
trend will be, the interest in these new 
tones is increasing. Down here in 
Florida there is very little real activity 
in Fall styles. except for the black 
which is now so pronounced. 

Shoes are carrying the dressmaker 
touch. The manipulated vamp and in- 
tricate twisted detail are much in evi- 
dence. The tailored suit is important 
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as the basic number in the Fall ward- 
robe, and the stylish shoe is the spark 
that sets it off. No more is the strictly 
tailored oxford considered the proper 
shoe to wear with tweeds or other 
tailored suit. There is a distinctly 
feminine look to the shoes as well as 
to the suit. 

The classic pump is definitely in the 
picture. It has been termed an ail- 
purpose shoe—good for wear with 
suit or dress. Both high and low heels 
are selling well, and the market for 
platforms continues to be strong. Sling 
backs continue to be active and the 
open toe has not so far given way to 
the closed toe, although some mer- 


chants predicted that this would be 
the case. 

Evening slippers are rich in fabric. 
with many heavy brocades being used. 
Satins, dyed to match the gowns, are 
popular. A few velvets are on dis- 
play, but this seems to be too heavy 
for a Florida climate. Plenty of bead- 
ing and embroidery is in evidence. 

Soft fabrics are being used in a 
number of good-looking casuals. There 
is a return to the yellow or taupe 
shades and not a little pink is in the 
picture. A considerable amount of 
multicolor is seen. 

The extremely light sandal con- 
tinues to be popular. This is the shoe 
composed of a sole and narrow bands 
only sufficient to hold the sole to the 
foot. It emphasizes the naked look 
which is going strong here for Fall 
and early resort clothes. 

September is not a good month to 
introduce the newest in Fall styles in 
this area. There is always the dread 
of a hurricane blowing up and upset- 
ting all plans. 

= = 


“FAIRLY GOOD BUSINESS" 
REPORTED IN NEW YORK 


A GREAT deal of advertising in New 
York newspapers of women’s style 
shoes is beginning to show results in 
the stores, although most retailers 
cannot report more than “fairly good 
business” at this time. Black suede. 
blue suede and calf and reptiles seem 
to be the high spots in consumer de- 
mand just now. And opera pumps 
are the number one choice in patterns 
in a good many stores. Popular de- 
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mand in heel heights in these pumps 
ranges from 15/8 to 18/8 and 21/8. 

The unexpectedly big business in 
blue is divided between suede and 
calf, some stores doing better in one 
leather, some in the other. One ele- 
ment in the apparently big demand 
for navy blue is the fact that most 
stores are under-stocked in this color 
so that women, going from one store 
to another, create the impression of a 
large number of customers wanting 
blue shoes. 

The demand for alligator is not un- 
expected, but it is interesting to note 
that earlier predictions are being con- 
firmed. One store in the volume style 
field has been carrying red and green 
alligator shoes, with bags to match, 
and has been doing a big business in 
these shoes. As the head of one better 
shoe department points out, women 
are ready to buy when they can get 
shoes at the “right price.” His alliga- 
tor shoes are retailing for $10.95. 

Shoes for back-to-school and back- 
to-college are selling well. Moccasin 
types are getting the most business 
and brown is the best color. “Any type 
of loafer” is how one successful de- 
partment is selling back-to-school 
shoes. Hand-sewn moccasins are 
especially popular. Another store re- 
ports a lot of interest in dressy flats 
for the same teen-age group. 

* *# # 


PLAIN PUMP, CUBAN 
HEEL WANTED IN CANADA 


MonTREAL shops are displaying 
women’s Fall styles in footwear. Se- 
lections, while not large, are along 
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Paraphrasing the title of a popular 
song, B. Altman & Co., New York. 
offered these Swiss-made shoes. 


attractive lines and, on the whole, 
moderately priced. 

The plain pump is favored this 
Autumn; the Cuban heel is the most 
desired for this type. Brown and 
black are the leading colors. Promi- 
nent in the new shoes are open shanks 
and lattice work in pumps, also the 
sling pump with platforms. Strap 
effects are good, particularly on Cuban 
heels. Some high heel designs are 
selling, but customer demand is notice- 
able for the Cuban. 

This season, before Winter weather 
sets in, St. Catherine Street will see 
in women’s shoes, more closed toes. 
although open types are expected to 
hold their own in shoppers’ choices. 

According to W. H. Jones of Henry 
Morgan & Co., Ltd., colors will be 
well received this year. Black is the 
leader, followed by brown. Taupe is 
already a popular choice, with navy 
and Spruce Blue following closely. 
Very pretty ranges in greys are being 
shown and some greens in both calf 
and suede. On the other hand, wine 
seems a bit out of the picture this sea- 
son except for casual wear. 


For dress and semi-dress functions. 
black suede and black calf pumps are 
expected to be worn. These are de- 
signed to match the tailored suit or 
costume. 

Winter styles are not expected to be 
shown to any extent until late Octo- 
ber or early November. These will 
follow, it is said, along the usual con- 
ventional lines, the very high heel will 
be liked by some, although there is a 
noticeable trend to the lower heel in 
these offerings. What will be particu- 
larly smart will be brown and black 
velvet pumps for cocktail wear. 


Canadian manufacturers of women’s 
footwear continue to do an excellent 
job in supplying the home market. 
The output is mostly from Canadian- 
held and operated firms, although, 
there are a few American organiza- 
tions which either have located on this 
side of the border, or have branch 
plants here. Some attempts are made 
by Britsh houses to enter the women’s 
footwear field in Canada, but such have 
not been very successful, especially 
with the greatly increased prices for 
this. as well as other. British manu- 
factured products. 
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NAMES MAKE SALES! 


As you study this section, you will see many familiar names—brands and 
firm names of the leading shoe manufacturers of America. 

These lines of nationally known shoes feature Barbour Stormwelt. It is logical 
that they should. In fact, they have stressed the fact for many years. 

These manufacturers know what a plus selling point Barbour Stormwelt adds 
to their lines of fine shoes. They know, as their retailers also know, that Barbour 
Stormwelt means extra value to the purchaser—value in terms of moisture- 
proofing the shoe, preventing run-overs, maintaining the shape. And equally 


important is the styling that Barbour Stormwelt adds to footwear. 
The many styles of Barbour Stormwelt add a priceless touch of originality to 


footwear, and actually are inspirations in themselves for varied style treatment— 
not only at the sole line, but as a refreshing touch of color and design that takes 
a shoe out of the ordinary pattern class, and makes it outstanding. This style- 
touch of Barbour Stormwelt adds variety and original treatment to the point of 
making it unnecessary for the shoe manufacturer to carry a large number of 
lasts and basic shoe patterns. 

Read every one of the following advertisements of leading shoes—for every 
one will have a bearing on 1950 shoe merchandising. See how Barbour Stormwelt 
can increase your store’s pairage—every day of the year. 

And, impress upon your customers the plus value of Barbour Stormwelt— 


used by America’s most noteworthy footwear makers. 





USERS OF... 
BARBOUR 




















eS 


of 


of 


lt 








Py FOR YOU! 







Never Before 
Has a Shoemaker Dared To 


Guarantee Comfort 


We not only claim Allen Edmonds are the most 
comfortable shoes your customer ever wore— 

we GUARANTEE IT. At no risk to you! A daring offer? 
Not really! Allen Edmonds are the only shoes built 
on an entirely different principle—with a patented 
construction that makes it possible to combine 
natural scientific support and complete heel-to-toe 
flexibility with smart styling. We haven't space here, 
but we'd like to tell you more about the special 
features of these remarkable, nationally advertised 
shoes. Mail the coupon below, TODAY! 
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NOW YOU CAN GET 
A Preview of Assured Best Sellers 


PHI BATES taxe tue 
GUESSWORK OUT OF — 
SHOE STYLING NSS 
You don't guess about PHI BATES. You ‘e S 
know they'll sell, because each PHI BATES Bie scenes 
style has been pre-approved and given the 


Campus Seal of Endorsement by our board of gi in NE ; 
recognized campus leaders — typical univer- i % : 
sity men who set this nation’s styles. 2 cme i 


Ever since their first appearance, a year ago, 
these “‘Smartest Shoes On The Campus’’ have 
been right up among our fastest sellers — 
proof positive that the PHI BATES idea has 
paid off handsomely. 

Get the whole PHI BATES style-story . . . 
including how it ties in with the famous 
Bates comfort-feature, *invisible extra width 
across the ball of the foot, for one of the most far- 
sighted and successful promotions the shoe 
business has ever seen. See your Bates repre- ; 
sentative or write to Bates Shoe Company . . . ROLL S _ 
in Webster, Massachusetts, since 1885. ; ~ ; 


*“SLIPPER-FREE WHERE , 
YOUR FOOT BENDS” 4 
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SEE THEM IN CHICAGO A La 
AT THE 
NATIONAL SHOE FAIR && BE en", : 
Oct. 31, Nov. 1, 2,3 ake S. BATES ‘ 
PALMER HOUSE, ROOM 701 % ic S : 
2an? 
ADDS: ; 
STYLE, PROTECTION, SALES APPEAL : 
Stormwelt, the snugly protective weatherstripping between : 


sole and upper, heightens the distinctive styling of these smart PHI BATES. 





Meet the champ of the rough-and-rugged division! 


- Bostonians Strato-Moc! 


A while back, Bostonians brought out a new kind of 
shoe. 


Almost overnight, the STRATO-MOC leaped in popu- 


larity. Consumers from Portland, Me. to Portland, Ore. 
saw it, exclaimed: “That's the shoe for me!” 














They bought it for its hefty, masculine good looks. 
They got a belt frcm its smooth, easy fit—and from its 
wonderful, wonderful comfort (unusual in the heavier 
leathers). 


Today, STRATO-MOC is the stand-out style leader in 
its division! And one of its vital style features 
is the Barbour Stormwelt, which contributes 
to its bold and rugged look. 


Get complete information on STRATO-MOC 
from The Commonwealth Shoe and Leather 
Co., Whitman, Mass. 
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Styled with extra value! 


Sweet 


Patented by Barbour 


LSE SPELT io Lie 


Stormwelt literally weatherstrips the unprotected 
gap between sole and upper. It protects the vital in- 
seam stitching from moisture and dirt. 


OPEL Tet 


é Stormwelt holds the shape—acts as a retaining 
: wall against “‘running over.” 4 iia acai 
emem 
Oct. 31st to Nov. 3rd, 1949! 


Drop in Commonwealth’s rooms— 
726, 727 and 718—and look over 
our new lines! Be sure! 


Bostonians} .é, 


Stormwelt adds vital styling at the edge of the 
sole, where men judge a shoe first. 














A complete line of smart young men’s styles — all to re- 
tail profitably at the price young men like to pay, $8.95. 
That's Cadillac... the line that puts you in solid 
with the campus crowd, the line that builds traffic, Qed 
increases your rate of turnover and adds to your ie gr | 
profit. It’s a powerful combination! For aceon ah ge 


; appreciate the extra value 
STATLER SHOE CO. DIV. GENERAL SHOE CORP. NASHVILLE, TENN. Stormwelt adds te & shee. . 


CADILLAC gus 


Shows for Men 
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Weather at its worst proves Edwin Clapp shoes at their best. Cuemds: “Weathersnins 
Barbour Storm Welt is used to do its share in retaining the shoe’s Qurewdts Holds The Shape 
smart shape, and to give extra strength where weather-protection Qernedte Styles The Edge 
is needed. Craftsmanship and skills of nearly a century 

produce in Edwin Clapp footwear... 


“AMERICA’S FINEST SHOES FOR MEN” 
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EDWItN CLAPP & SON, INC., EAST WEYMOUTH MASSACHUSETTS 





For Better-Selling Shoes g 
An Essential ThatH 


nee 


HE HISTORY of the Barbour Welt- 
ing Company goes back to its found- 
ing in 1893 as the Brockton Rand 
Company, by John Barbour, father 
and grandfather of the present 
operating partners. 

As the business turned more and 
more to the manufacture of Good- 





JOHN BARBOUR 


Founder 





year Welting, the name was finally : 
: ae changed to the Barbour Welting : 
JOHN A. BARBOUR .- Company. 


Former Partner 


From 1912 to 1925 the firm was 
operated by John A. Barbour and his 
brother, Perley E. In that year, John 

A. died, and Perley Barbour carried on the business until 
1933, when two of his sons, Walter G. and Richard H., were 
taken into the Company, and together with their father 
have managed the firm up to the present, with Francis L. 
Shea as Sales Manager. 

Volume production of Goodyear Welt Shoes, the process 
by, which most men’s and boys’ shoes are made today, 
began in the 1870's, with the development of the curved- 
needle sewing machine. Recognized from the beginning 
as a vast improvement over previous methods of attaching : 


PERLEY E BARBOUR the sole by means of nails or wooden pegs, the Goodyear | 


Partner process has been steadily improved over the years, and 
_ is still considered by far the best and most practical type 
of shoe cqgeiruction for volume production. 
te : 133 & i 
Pa * S$ aoe 
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atHas Become a Sales-Factor 








WALTER G. BARBOUR 


Partner 


The Goodyear Welt process of shoemak- 
ing requires a strip of leather known as 
welting, of which the Barbour Welting 
Company is the world’s largest manufac- 
turer. In making the shoe, the inseam 
stitching passes at an angle through one 
edge of the welting and through the upper 
of the shoe, locking in a channel in the in- 
sole. The outseam then goes through the 
opposite edge of the welting and down 
through the sole 
of the shoe, 
binding the up- 
per and the sole 
together, but al- 
lowing for a 
small amount of 
play between 
the inseam and 
the outseam, | 
which is taken 
up by the welt- 
ing. It is no 
exaggeration to 





RICHARD H. BARBOUR 


Partner Sales Manager 




















FRANCIS L. SHEA 


say that the life and service of a shoe 
depends upon this basic strip of welting. 
Due to the stress and strain to which welt- 
ing is subjected in the shoe, it must be 
extremely tough and at the same time very 
flexible. The superior quality of Barbour 
Welting begins with the selection of the 
hides or shoulders from which it is to be 
made, and extends through the tannery and 
a dozen departments, many of them equip- 
ped with special 
and intricate 
machinery. 
Owing to the 
fact that leather 
is fundamental- 
ly a variable 
product, the hu- 
_ man factor is 
| of great impor- 
tance at many 
points during 
the manufactur- 
ing processes. 
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te is worthy of note here that, of every 
hundred persons in the Barbour organ- 
ization, thirteen have been employed 
there continuously for more than 25 
years. The skill and judgment which 
these workers have gained through so 
many years of handling leather accounts 
in no small measure for the excellence 
of the finished product. 

While plain, flat Goodyear welting is so 
inconspicuous that many shoe wearers do 
not even know that it exists, the Barbour 
Welting Company has developed a type 
of welting known as Stormwelt, which is 
today a most important factor in shoe- 
making and shoe merchandising. 

Stormwelt carries a rib on its surface 
which fits smoothly into the junction be- 
tween sole and upper on a shoe, sealing 
this opening and improving both the ap- 
pearance of the shoe and the service 
which it gives the wearer. 


A corner of the vast receiving department 

of the Barbour Welting Company, where 

hides are bundled as they come in, to be 

sent to the drying lofts. 

One of the many racks in the drying loft, 

where selected cattle hides are slowly 

and completely conditioned for later 
processing. 

One of a battery of pressure rollers 

through which hides are fed to press out 

wrinkles and achieve a uniform thickness 
throughout. 

High speed splitters set to an exact thick- 
ness, prepare the leather for cutting. 
This skilled worker cuts the leather into 
strips of uniform widths, and then, as in 
illustration, trims out “faults” to assure 
only perfect stock for welting. 
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By an ingenious method of splitting 
and moulding, this rib is an actual in- 
tegral part of the welting, with no break 
in the grain surface of the leathers. 
When built into a shoe, the Stormwelt 
rib not only smooths up and streamlines 
the shoe as to looks, but also prevents 
moisture from entering at the inseam. In 
addition, it forms a retaining wall, help- 
ing to support the upper and to prevent 
“running-over’ in service. 

Many variations of Barbour Stormwelt 
have been worked out, such as Notched 
Stormwelt, Stitched Reverse Stormwelt 
and Doubledeck Stormwelt, and these 
types and patterns have become a very 
strong style factor in the men’s shoe field. 

We thus see the unique situation of a 
component part of a shoe, formerly en- 
tirely utilitarian, becoming a conspicu- 
ous and important item from a style 
angle and as a sales factor. 


F Applying latex to scarved ends of leather strips (at right) 
and joining strips (at left) under pressure, to form bonded 
lengths of leather for welting. 


G Another view of the scarfing and cementing department, 
where long strips are joined, for later cutting into proper 
widths for finished welting. 
H Inspecting moulded and dyed welting under high-powered 
magnifying lens. 
I “Hanking” of welting is done on machines which rotate 
in semi-circles, so that arms (see right) aid in forming hanks 
of welting to desired amounts. 
J Modern cafeteria of the Barbour Company plant, main floor, 
where 200 employees are served daily. 


First aid room of 

Barbour Welting Co. 

K P lant. Registered 

Nurse, Miss Marjorie 

McCrae, in constant 
attendance. 








a DOUBLE opportunity for 


SMARTNESS GOES A LONG WAY in the 
October Ist Saturdoy Evening Post, giving 
American Gentleman Shoe dealers a 
DOUBLE opportunity to turn dormant 
purchasing power into SALES! 










SMARTNESS GOES A LONG WAY is the keynote 
of American Gentleman's advertisement in this 
week's POST. The shoe illustrated in the ad is 


o\yermndts pattern. 
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Thus, not only do 
American Gentleman dealers 
have the opportunity to tie-in 
with a well-timed, well-plan- 
ned POST promotion,featuring 
the unquestionabie quality 
and value of this correctly 
styled, superbly comfortable 
footwear . . . They have the 
PLUS-sales-value — the 
extra selling feature 
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oe” STYLED WITH 
i" EXTRA VALUE 






TO RETAIL PROFITABLY 


sf 895 § 109% 


A FEW STYLES 
SLIGHTLY HIGHER 
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\Yexmuudlts wearnenstas — Seals the unprotect- 
\ ed gap between sole and upper...protecting the 
XQ vital in-seam stitching from moisture and grit. HOLDS 


THE SHAPE— Acts as a retaining wall against ‘Running 
AMERICAN GENTLEMAN DIVISION 


over". ADDS VITAL STYLING — at the edge of the sole 
Craddock-Terry Shoe Corporation 


. . where men judge a shoe first. 
Lynchburg, Virginia 
































fine Moat Seatih. Grainy 


—an outstanding Crosby Square value A 











» i iets spay 
That’s right—Martin’s imported Scotch Grain in STYLED WITH MM 


shoes of typical Crosby Square quality. And they’re EXTRA VALUE 
priced to retail profitably at an average of $12.95! “DIAMOND” 
That’s the kind of value leading retailers 
have come to expect of Crosby Square. It’s value Patented by Barbour 
that’s known and accepted by men Stormwelt WEATHERSTRIPS 
everywhere, backed by national advertising. Seals the unprotected gap between sole 
and upper . . . protecting the vital in- 
For sales action at the fitting stool, seam stitching from moisture and grit 
count on Crosby Square. See your Crosby Stormwelt HOLDS THE SHAPE 
Se Acts as a retaining wall against “run- 
Square man or write — ning over” 


The House of Crosby Square, Division of Stormwelt ADDS VITAL STYLING 
At the edge of the sole . . . where men 


Mid-States Shoe Co., Milwaukee 12, Wis. judge a shoe first 
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Imported Scotch Grain Storm-proofed throughout. Bellows Tongue Imported Scotch Grain. S$ 
STYLE 824 Heavy Duty Burly-Flex Soles STYLE 827 Full Leather Lined. Extra Heavy Soles STYLE 826 Storm-proofed Burly-Flex 


Gt 4 BROGUES...| 


Young men of action just naturally go for 
STORMY WEATHER BROGUES by CURTIS. They go for the 
superlative styling, the imported, selected Scotch Grain leathers, 
their rugged masculinity. And they go for CURTIS’ 
exclusive Burly-Flex construction ...foot-cradling comfort, 
permanent flexibility, with straight-line bottoms for extra long life. 
Here’s a man’s footwear built to keep the weather out, his 


comfort sealed in. At your CURTIS dealer where you 





get America’s finest shoe values. 


IN-STOCK — IMMEDIATE DELIVERY Netionslily Aubeatined te 


CURTIS SHOE COMPANY, INC., MARLBORO, MASS. _ 
EAQUULE 


Four Generations of Fine Shoemaking 
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HITTING AT THE HEART OF 
THE VAST MIDDLE MARKET 


When you actually face the facts, you’ve got 
to recognize that it’s the vast middle market that counts in 
today’s highly competitive period. You can’t do 
business without it, and in order to do business with 
it, you've got to give more in quality, styling 
and value than you ever did before. No one 
knows this more than Douglas. Ask to see 


the Douglas salesman in your territory. 


STYLED WITH EXTRA VALUE 


styling that will step 


up sales-appeal in 
today’s value- 


W. L. DOUGLAS SHOE CO., INC. BROCKTON, MASS. 





This is the 20th 


time I’ve done 
this today! 


» KEEPS WATER OUT... FEET 
ORY... WITHOUT RUBBERS 


...here’s the perfect shoe for doctors, salesmen, 
men who make many calls a day, visiting offices 
or homes, getting in and out of cars. The tire- 
some, messy chore of putting on and taking off 
rubbers all day long is gone. ETONIC Aii- 
Weather Shoes keep feet dry without rubbers — it's 
as simple as that! And as health authorities 
recognize, dry feet mean maximum protection 
against colds! 


IN ALL THE WORLD NO SHOES LIKE 
THESE .. . Better get started now with revolu- 


tionary All-Weather ETONICS for sure fire 9 


profits. 
MAIL THIS COUPON TODAY! 


CuHarLes A. EATON COMPANY 
Brockton 64, Massachusetts 


Please send me details on Eronic All- 
Weather Shoes, Big 4 Dealer Profit 
Plan and Automatic Re-Sizing. 


3 Store 
: Buyer. 
: Address 


AMERICA’S ONLY “DOUBLE WEATHER - SEALED’ LEATHER SHOES — 
WITH: WATERPROOF-VULCANIZED LEATHER SOLES AND SOLE SEAMS 


One of 8 full-lecther 
: lined “‘Double 
Rew eather-Sealed” * 


3702 
Fu leather lined 
‘Double Weather 
Sealed’’ * F 


Neonat 


\e x iat 


WEATHERSTRIPS” YOUR SHOES 
\ormudt: HOLDS THE SHAPE 


Yeo ADDS CUSTOM STYLING 


‘ETONIE 
= Carlee: oo SIDES Gy 


py BOOTMAKERS Since 1876 df 


ne B maker 


#71.95 


AND 


#72.95 


Oh) M20 46 2) 
“Pat. Pend 
Nationally Advertised 


ET GUARD 
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RUGGED 
_ STYLING 









8628 
TAN BLUCHER OXFORD, 
B, C, D, 6-12 


$5.85 












LOOKS RUGGED ano sure IS RUGGED! And it’s typical of the Value 
with which Johnsonian dealers are giving their customers more for 
their shoe dollars. Day in and day out, long wear, smarter styling, 
finer materials* and workmanship, all contribute to this Value and 
consumer satisfaction which is boosting sales and profits for 
Johnsonian dealers. 


ON STYLED WITH EXTRA VALUE! 


BARBOUR 
\ 


PATENTED BY BARBOUR 








*JOHNSONIAN is proud to feature Barbour Qprnudss “Weathers trips " 


Stormwelt in its leading styles. This “extra 


value” welting is typical of the finer ma- Yysrwvadlts Holds The Shape 
terials used throughout Johnsonian shoes. 
Qyrrnudts Styles The Edge 
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HE PLUS FEATURE THAT CREATES EXTRA PAIRAGE \\crmwadd 






smart young men 


go for Fortunes... 


with young men in mind—the young men. 
in your town whe buy two and three 
pairs to every one sold to older, more 
conservative men. And this is your 

key to profits! By featuring and 
prontiig: Poriaiie bik God Gilbect the 
Sites cme men's market that 
gives you more volume, more turnover, 
more net profit on your investment. 

if you'd like Fortunes for your 


store, write today. 


TO RETAIL AT 


5” Yysrmundt- 


Barbour's Stormwelt on the 
above Fortune Style 6011 adds to 
the attractive appearance, and 
also gives the wearer a better, 


SHOES FOR MEN longer wearing shoe. Result: 


RICHLAND-DAVIDSON SHOE CO + NASHVILLE + TENNESSEE more soles! 


DIVISION GENERAL SHOE conroraTionpegl 














two of our wet 40 1 W ST > 
STYLES 


1 READY FOR 
SHIPMENT; 





STYLE 173 


Leather-lined plain toe in STYLE 41 

brown antiqued Crae- In brown domestic Scotch grain. 

Moor grain. Storm welt. Leather-lined. New light-weight, 
flexible, water-resistant mid- 
sole. Storm welt. 


to an important showing of our Spring and Sum- 
mer, 1950, custom-grade styles, including several 
distinguished numbers from our Supercraft and 
Bench-Bilt lines. These will all be on display in 


ROOM 795 
THE PALMER HOUSE, CHICAGO 


during the NATIONAL SHOE FAIR 


Fe S FACTORY & EXECUTIVE OFFICES 
RENCH FUIZINER. 443 ALBANY STREET - BOSTON 


& URNER Chicago show room, 108 So. Michigan Avenue 


THE PLUS FEATURE THAT 









































BARBOUR 
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that creategex 








YOU'D NEVER KNOW 
THAT LEATHER STRIP! 


Remember the fenders on a Model T? Little 
tin gadgets designed as mudguards... and 
that’s all. But look at ‘em now! Massive, 
sweeping affairs that give the new cars style 
and streamlining, and help to sell them. 


<a oo} tual 


a 


Shoe welting has done something like that, 
too. Although welting is the very foundation of 
the Goodyear Welt shoe, it was for many years 
just a plain strip of leather, so entirely incon- 
spicuous that most shoe wearers never knew it 


—— KY heed 


existed. 

With the development of Barbour Stormwelt, - 
however, welting began to get attention. The tr 
leather bead of Stormwelt was utilitarian in 
keeping out moisture and helping to retain the 
original shape of the shoe. But it also added 
new streamlining and style to the shoe, par- 
ticularly as new variations and patterns were 
developed and added to the line. I 

Today, as the illustrations suggest, Barbour C 
Stormwelt is a style factor of major importance 7 
in the shoe trade. 





And like the development of car fenders, its 
ability to improve lines and add trim and style q 
is no small item in making selling easier. 














\i The Plus Feature 


egextra Pairage 
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STORMWELT The original one-piece Bar- 


bour Stormwelt which has now been on the market for 
more than 25 years. “The Leather Strip That's a Weather- 
strip.” 


NOTCHED STORMWELT anex. 


tremely popular variation of the plain-ribbed pattern. Also 
widely used in boys’ shoes this season. 


NOTCHED STORMWELT 
SOLID COLOR Slightly more conservative 


than the regular two-tone Notched. 


REVERSE STORMWELT Gives. 


shoe the fine custom-built effect long associated with this 
type of welt. F 


STITCHED REVERSE 
STORMWE LT Rather more decorative than 


the plain Reverse, particularly when stitched in a con- 
trasting color. Coming up fast in popularity. 


STOUTEDGE STORMWELT 
A double-thick welt, which, in addition to the Stormwelt 


trib, provides a heavy-edged, flexible shoe without the 
necessity of using a double sole. 


DOUBLEDECK STORMWELT 


On the shoe, the stepped-up second row of stitching is very 
effective and appears to widen the sole extension. De- 
servedly popular. 


DIAMOND STORMWELT A new 


and striking small pattern on the conservative side, with 
no suggestion of over-decoration. 


































Business Diagnosis 


New conditions call for new thinking . . . a revision 
of merchandise and merchandising methods to 

meet today’s more critical demand. YORKTOWN SHOES 
are proving the needed sales stimulant in stores 
throughout the country . . . delivering more value, more 
styling, more built-in quality in the volume priced lines. 
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One of 
56 styles 
in stock 
Style No. 
6202 
Burgundy color 








ADVERTISED IN 


fKaquire. 


396 STYLES IN STOCK 
most styles to retail for +8. 95 


other styles $7.95— $10. 95 ‘ 817-821 So. Los Angeles St., Los Angeles 
: 505 Mission S?., San Francisce 


WESTERN DISTRIBUTORS 
Yorktown Shoes, Solnit Shoe Co. 


write for catalog or for salesman to call 
sales office: 


GARDINER SHOE CO., Inc. (600: ieslock Side. Sertund, Snaiis 


At orice shipment to all states west of the Rockies 
Philippine Islonds. 


FACTORY AND IN-STOCK DEPARTMENT, GARDINER, MAINE 1 and to Hawaiion ond 
Boston Office: 210 Lincoln St., Tel. Liberty 2-7960 a 
New York Office: 280 Lafayette St., Tel. WOrth 4-8045 



















In Stock, No. 3370 
The Major $14.95 


2.95 
Waik Over prices from $12 


STYLED wity 


ALUE 
“RUGGED EDGE” 
Potente’ by Barteuy 


Yorn Ww 


Seals the “Protected &ap be 
Upper... Protecting the Vital in-seam Stitch. 
ing from MOisture and grit 















EATHERSTRips 


tween sole and 






5 VITAL STYLING 


At the edge of the sole | 


- Where men 
judge a shoe firs, 





“Mr. Dominic DiMaggio, famous center fielder of the 
Boston Red Sox, photographed by Sports Magazine, 
wearing Ward Hill Shoes.” 


Style No. 6345, worn by Mr. DiMaggio in photo- 
graph, features OVW XX (notched, large bead) 


STYLE No. 6345 
This shoe nationally advertised in 
° . : A SPORT, SPORTS AFIELD, 
Adopted for leading numbers in the KF ESQUIRE, TRUE ond COLLIER’S 
Ward Hill line for the extra value 


Stormwelt gives in terms of weather- 


Patented by Barbour 


stripping, holding the shape, and style. 


KNIPE BROTHERS, INC. 


Ward Hill, Mass. For over 60 years, makers of fine shoes for men. 


THE PLUS FEATURE THAT CREATES EXTRA PAIRAGE \\oxwuaddd 





Wf 
32 FAST-SELLING STYLES... 


IN-STOCK UNBRANDED... 
» at _ RETAIL “across-the-board” 


Every shoe YOU need — Men’s and Young Men’s — 
in today’s most popular Price Range — 


BRANDED WITH YOUR OWN NAME. 


You can see these featured winners in the nation’s 
Largest, Smartest Stores from this progressive line of 
youthfully styled young men’s shoes. 


Many styles constructed with 


BARBOUR 


PATENTED 
. the built-in VISIBLE Extra-Value feature that 
SELLS more shoes... 


“WEATHERSTRIPS” YOUR SHOES 
HOLDS THE SHAPE 


ADDS CUSTOM STYLING 


Your Lucey representative will be glad 
to call on you to discuss your $8.95 
merchandising. 


We shall be pleased to send you our New Fall- 
Winter Catalog showing all 32 IN-STOCK Styles. 








ON DISPLAY 
National Shoe Fair — Chicago 
Rooms 948-949 Palmer House. 


patnage seo Joun E. Lucey Co, inc, 


BRIDGEWATER 10, MASSACHUSETTS 
THE PLUS FEATURE THAT CREATES EXTRA PAIRAGE \Yermundt 






















Milford presents , 
M 


= Stock 
ae Restey 


— 


4, 


- 




















wn 4 


CUSHION COMFORT 

Shock-absorbing cork cush- 
ion provides pillow comfort 
— No curling — No cracking. 














FLEXIBILITY 


y MG 
New patented pliant insole. 


X flexible as your fingers, gives 
freedom of foot action found 
only in old shoes. 


FORM FITTING - 


Newest Continental lasts assure 
ankle fit and lasting support— 
distribute body weight evenly. 
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Look Right! Walk Right! Feel Right! 
Milford shoe company, milford, mass. 


THE PLUS FEATURE THAT CREATES EXTRA PAIRAGE NXcrnuwedd 


















[liltlilon Shoes 


Nwirtes 
Because you simply can’t treat your Sesh ias well 



























Who are the best customers for your 
business? The men who have the good 
taste and the means to afford the finest. 
These are the men that Nettleton Shoes 
attract to your store—not just for one sale, 
but for many sales year after year. 





Style No. 0185 in the Bedford last, a wing tip 
blucher oxford with full leather lining and full 
double sole, completes its weather-worthiness with 
the REVERSE STORMWELT BY BARBOUR. 
For Stormwelt seals the unprotected gap between 
sole and upper, prevents “running over,” and adds 
vital styling. 
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patented by Barbour 


This shoe is one of the 46 Nettleton styles in 
our In-Stock Catalog. Write for your copy today. 


Nettleton Shoes... for 70 years the famous name in shoes 


A. E. Nettleton Co., Syracuse 2, N. Y. 
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Blueprint for dynamic 
shoe selling 


by OLD cotons 


The average man’s shoe is promotion-poor. What excit- 

ing feature can you plug? Smart styling? Hefty leathers? 
Sound construction? It’s the same, creaky old selling wheel 
going round and round. And it doesn’t really sell! Shoes need 
news — ‘dramatic news! And that’s why you need Kinetics! 
Kinetics are revolutionary — sensational — promotable! With 
Kinetics you suddenly acquire brand new selling ammunition! 


You talk about a shoe that’s anti-curl, anti-wrinkle — a shoe 
whose insole retains a smooth, level surface. A shoe with 
lasting smartness men want. You talk about Kinetics’ unwrinkled 
vamp which eliminates chafing and “bites”. A shoe with new 
comfort men have waited for! 


Today, it takes a combination like this co make your cash 
register ring. 


**Pre-Stitched Reverse’’ 
SN Precast ty Barmee 


AovMWAK WEATHERSTRIPS 
Seals the unprotected gap between sole and 
ing from moisture and grit 
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S ,MOLDS THE SHAPE 
Acts as a retaining wall against “Running over™ 


a 
Qemnndls ADDS VITAL STYLING 
—At the edge of the sole . . . where men 


For informative booklet, write jodge o shee fru 
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Bringing more of the best dressed” 





customers your way... 


for extra value 
at popular prices! 


To step-up your volume, City Club steps into the 
“Best Dressed Circle” with a complete line . . . 
a complete selling program ... and a complete 
value story that is paying-off for City Club 
dealers in a bigger, better way! 


Adding power to your City Club line is Style 
No. 84966, shown here... . featuring the rugged 
Stormwelt Construction that gives you added 


features that clinch the sale! 
NATIONALL 
To serve you faster, City Club offers you its ° Y ADVERTISED IN 


famous “in-stock” service . . . with basic City Life + Esquire + Collier's 
Club styles available for seasonal shipment. and Saturday Evening Post 
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IN QUALITY 





Siw AY XX 


STYLED WITH 
EXTRA VALUE 





IN STOCK 
Style No. 322 








For the discriminating man, PLYMOUTH skilfully 
combines expert craftsmanship and custom styling 


in shoes made from the world's best leather. 





To be shown at the ec | at | 
“hana ; RgUaRepanaan | 
~ Palmer House . a ; 


Chicago 
Rooms 640-41 
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Ratail. at 
me 


1095..1235 


and UP 


Barbour Stormwelt gives 
extra value and rugged styl- 
ing to this one piece blucher 
moccasin with stitched 
vamp, heavy double sole, 
leather heel, cn Trampa 
Last. 





MAKE YOUR MARK / 


= : Se 
aah Vea | fi Add your brand to these Quigley stylemakers, 


} aNd stamped with the indelible mark of quality and fine 

\ ~ < YY 4 nil } y craftsmanship. Put your individual BRAND on 
S77 Yip» ", these shoes and MAKE YOUR MARK. Let Quigley 

back you up with a wide selection of outstanding 

style creations, retailing at $10.95, $12.95 and up. 





New York Office: 
Room 1232 Empire State Bldg. 


THE PLUS FEATURE THAT CREATES EXTRA PAIRAGE \Xermunadt 


















plus-value features! 





















Rand’s reputation for repeat business comes to it naturally. 
For the Rand shoe uses only choice cuts of fine leathers 
and quality materials. It’s constructed with exacting 
attention to even the smallest detail. Into its making 
go many plus-value features which assure greater 
comfort, longer wear and keep customers coming 

back for more! Among these is the Barbour 


Stormwelt*. You'll find this extra value. . 


—. 


ON MANY RAND SHOE STYLES 


#T M. REG. U.S. PAT OFF 












exw al: 


... the leather strip that ‘““weatherstrips 
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It seals the unprotected gap between sole and upper... 
protecting the vital in-seam stitching from moisture 
and grit. Holds the shape, adds styling to the sole! 
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ATTENTION RETAILERS! 
“yrwemmdss EXTRA VALUE 


PATENTED 


helps YOU sell more shoes 


1. LEADING MEN’S SHOE MANUFACTURERS 
Carry a selection of Stormwelt styles, for every type of wear, featured and advertised by the lead- 
ing Men’s Shoe Manufacturers, including: 


Allen-Edmonds Etonics Knips Bros. Stetson 


American Gentlemen Fortune Milford Stone-Tarlow 

Bates Freeman Nettleton Sundial 

Bostonian French, Shriner & Urner Peters E. E. Taylor 

British Walkers Gardiner Plymouth Thompson Bros. 
Cadillac Hanan Portage Walk-Over 

Edwin Clapp Howard & Foster Quigley Wall-Streeter 

Crosby Square Jarman Rand Weinbrenner 

Curtis Jelco John C. Roberts Wevyenberg 

Douglas Kinetics Stacy-Adams Winthrop 
Endicott-Johnson Wright Arch Preserver 





2. TANGIBLE EXTRA VALUE 
Encourage your salesmen to point out the fangible extra value of the STORMWELT RIB... 
Your customers can see the STORMWELT RIB at the fitting stool. It can be seen in the leading 
manufacturers’ national advertising as well as in Stormwelt advertisements. NOTE full page 


Barbour Stormwelt ad in the October issue of Esquire — the Magazine for Men. 


3. DISPLAY WINDOWS 
Feature the EXTRA VALUE and CUSTOM STYLING of Stormwelt in your Display Windows 


to attract the large traffic of style-minded men who see Stormwelt National Advertising. 


4. NEWSPAPER ADVERTISING 
Feature Stormwelt and Stormwelt Styles in your newspaper advertising, as do the key merchan- 
dising shoe retailers of the nation. 
Send for complete set of Stormwelt newspaper mats furnished free of charge to 


supplement the mat service supplied by your manufacturers. 


5. RADIO ADVERTISING 
Feature STORMWELT to make your radio advertising pull in more tangible orders. 
Send for complete selection of Stormwelt RADIO scripts for STATION 
BREAKS, HALF-MINUTE and MINUTE SPOTS. 


Qsnndss ““Weatherstrips”’ Qsrwndss Holds The Shape Qed Adds Custom Styling 








BARBOUR WELTING COMPANY, Brockton 66, Mass., U.S.A. 






The SOLID LEATHER STRIP that 
STYLES as it ““WEATHERSTRIPS” 
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Get more action into your 
shoe sales with BRITISH WALKERS* 


... they’re styled for quick customer reaction 
easy foot-action 


thorough satisfaction 


WALKERS 


THE U.S.A. Look for the 











* SYNCHRO-FLEXED for comfort 
...an exclusive construction feature 
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MADE IN 
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2: Qprnndss weatherstrips 


(sends holds the shape 


Qeenndts styles the edge 





...it adds much to the value 
of the shoes that boast it 


J. P. SMITH SHOE CO. «+ Chicago 22, Illinois 


PLUS FEATURE THAT CREATES EXTRA PAIRAGE ioannadtt 





in Genuine Shell Cordovan — Beautifully Groomed in True Wine Shade 
















A SURE WANNER FOR YOU! 


Younger men particularly love this bold, rugged-to-the-eye styling . . . and they 
are favorably amazed when they feel #1123’s easy-wearing, light-to-the-foot 
comfort... flexed by the unique modern Stacy-Flex Fluid-Fit process on Stacy's 
modern free-fitting TROJAN LAst .. . full leather lined. 


A true thoroughbred throughout, #1123 is easier-to-sell weatherstripped with 
the extra value of genuine flexible BARBOUR STOUT-EDGE Ysrnnd 


#1123 is available only on make-up basis. Priced, as illustrated here, to retail 





at $22.95. . . . Send for new catalog of 34 in-stock Stacy styles. 
WITH STOUT-EDGE 





J(4 “* ‘ 
bec Kamat Long After Price is Forgotten 


ON DISPLAY — National Shoe Fair, Palmer House, Chicago, Rooms 855-856 


STACY-ADAMS COMPANY 











BROCKTON 62, MASSACHUSETTS 


THE PLUS FEATURE THAT CREATES EXTRA PAIRAGE Gra 
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NATIONALLY ADVERTISED 


















Reve 

STETSONS - 
STYLED WITH EXTRA VALUE 

Fine shoemaking naturally calls for the finest materials — so 


Stormwelt goes naturally with Stetsons. 

With its advertising in Time magazine, Stetson tells its 
quality story to the type of men who want, and are able to 
buy, “the finest in footwear”. The Time readers in your com- 
munity are just the kind of people who make the best kind of Se 
customers. They'll be seeing Stetson advertising in Time—and lir 
they'll be seeing you, to spend money in your store—if you 
carry Stetsons! S| 


tii an Stetson : 


THE STETSON SHOE COMPANY, INC... SOUTH WEYMOUTH 90, MASS 
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This Outstanding 
BROGUE 
























is made with famous 
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ARBOUR Wes i : 
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BROGUE LAST 

No. $1048 
Imported Albion Grain 
Wing Tip Oxford. Boot- 
maker Finish. No-Wet 
Reverse Welt. Half Double 
Sole. Leather Heel. 

Code Agra 





See the complete 
line at the NATIONAL 













SHOE FAIR. as eee wee 
PALMER HOUSE ‘[PROMESON BROS .SHOE (0 
FINE SHOEMAKERS 5 


ROOM 709 





BROCKTON 
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“weatherstripped” with 


BARBOUR 
» YR? AX 


PATENTED 


The best of everything is used to build a long 
life and constant comfort into every THORO- 
GOOD Boot, so our choice of welting was 
bound to be Barbour. 


Barbour Stormwelt provides welcome “weath- 
erstripping” against grit and moisture. It sup- 
ports the carefully lasted shape, by forming a 
strong retaining wall at the inseam. And it adds 
ba “finished” appearance that experienced bird- 


hunters look for when they buy. 


It’s time, now, to get these Barbour- 
welted THOROGOOD Boots out 
—_— on display, for in-season selling. If 
you don’t have these numbers in 
_ stock, get your orders in quickly so 
you'll get your full bag when the 


Fall buying begins. 
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(/ 


. marl Ws all culo VW . . . the kind 


of cold weather shoes men go for! — a grand new, brand new 
blucher in rugged Scotch grain with the famous Barbour Sturdy 
Edge Stormwelt that seals the unprotected gap between sole 
and upper to keep warmth in and wet, cold and dirt out. Jn 
stock on the TULANE last with the famous built-in Arch 


Preserver construction, for the rough and rugged days to come. 





feces 





IN STOCK 
#374 to be 
advertised in 


Holiday and Time 


&. TT. WRIGHT -& COMPANY, PHC. BOCKLARD,: BASSACAUSETIS 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Max “clit tht and Markets 


Chicago 


A STEADY flow of orders from smaller retailers and deal- 
ers in small towns end areas ouside the metropolitan sec- 
tions are keeping Midwest manufacturing and wholesale 
business on a fairly even keel. Continued reluctance of 
the department store trade to place any sizable orders 
makes the general and over-all picture spotty. 

There is more optimism currently at the retail than at 
the manufacturing level. Business in the smaller towns 
and cities is excellent, and these sources, expecting to 
equal sales figures of last year, are buying at the same 
rate as in 1948. Business in Chicago and other larger 
cities was slow until the latter part of August. but has 
picked up considerably since then. The possibility of 
shortages of some types of shoes for late Fall selling 
persists. 

This is regarded largely as an in-between period, with 
most of the business being on fill-ins. In-stock departments 
are doing an excellent business, and retailers are showing 
an increasing tendency to select the majority of their 
styles from these departments. At the September show of 
the Shoe Travelers of Chicago it was houses with in-stock 
women’s style shoes, children’s lines, and men’s quality 
shoes that did the best business. Although some shoe men 
had expected casuals to pass their peak with Summer shoes, 
they are still selling in about the same proportion as a 
year ago at this time. This is particularly true of houses 
that have closed up their casuals and given them a “street- 
shoe” appearance. In style shoes, single soles are gradually 
gaining in sales over platforms, and closed shoes are 
accounting for 75 to 80 per cent of the reorder business. 


St. Louis 


RETAILER stocking of Fall shoes has been moving hehind 
schedule since the selling season began in the late Spring; 
that is, sales were behind during June and July, and con- 
siderable apprehension was voiced by St. Louis manufac- 
turers as to whether volume for Autumn, 1949, would even 
approach that anticipated. On the tempo of sales during 
August and September, as was pointed out in earlier issues 
of the Recorper. hinged the success or failure of the cur- 
rent Autumn’s selling. As this is written, however, there 
are a number of signs that point to a successful season. 
Fill-in business is coming in with vigorous gusto. Shoe 
travelers report that St. Louis lines are gaining new re- 
tailer acceptance as the Fall season progresses. Produc- 
tion in the St. Louis area is high. Factories are advertising 
for help in practically everv issue of St. Louis newspaners, 
and the major problem at the moment is a healthy problem 
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—that of keeping deliveries in pace with orders. 

Probably the most concrete evidence, however, of the 
status of the St. Louis market is the record of August sell- 
ing recently made public by International Shoe Co. Dollar 
volume for that month, according to Byron A. Gray, presi- 
dent, totaled $25,004,000, an amount which broke all previ- 
ous records in the history of the firm for do'lar volume in 
any single month. This record month of selling exceeded 
by 11 per cent the previous high mark of a single month 
which was $22,529,000, made in January, 1947, and was 
17 per cent above the $21,356,000 of August, 1948. 

Such selling is significant any way you look at it, but 
even more impressive when it is remembered that prices 
average lower this year than at the same time a year ago. 
Of course, such a volume for August would never have 
materialized if retailers had committed a larger percentage 
of their orders earlier. But the tempo of the late buying 
has vindicated the favorable predictions of those manu- 
facturers who more or less went out on a limb 60 days ago 
by sticking to their earlier prophecy of a good selling 
season despite a slow start. 


New York 


THE recent Leather and Guild shows stirred up some 
action in the city. Manufacturers reported receiving a sub- 
stantial number of size-ups and reorders, a more confident 
point of view on the part of buyers, considerable interest 
in new promotional shoes, and an indication that regular 
orders would be coming in soon. 

Production was concentrated on reorders for immediate 
del'very and on regular orders for delivery in October. 

As manufacturers predicted, retailers were demanding 
immediate delivery on orders, primarily because their in- 
ventories lacked certain sizes and styles of best sellers. 
Playing it cautiously, retailers ordered a bare minimum 
of requirements, according to manufacturers, then waited 
to see what shoes developed into best sellers, and ordered 
on the basis of that business. This might be described as 
“delayed-action” buying, and the explosion has now taken 
place in the factories. But one manufacturer didn’t mind; 
quite pleased, he said, “As long as the business fs coming 
in, who cares?” He reported that he was getting long dis- 
tance calls for shoes—a practice that died out with the 
death of the boom—and was shipping a number of shoes 
by air express. 

Another manufacturer stated that his factory was ex- 
tremelv busy, but pointed out that he could be an excep 
tion. He was impressed and encouraged by the changed 
attitude of the buyers, he said. “Some of the boys were 
sorry a couple of months ago. but thev now have en opti- 
mistic tone. This is especially true in the higher levels, 

[TURN To PAGE 101, PLEASE] 
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ASe* HIALEAH ORANGE 
IS A VERSATILE .47¢4//» COLOR 






















Hialeah Orange has the -s ss of a pastel 
with the verve and brilliance || a warm color. \. 
j With neutrals . . . Pawnee ! Bowie Beige, A, 
| Shale Grey . . . Hialeah Ora: a pert accent , . 
when detailed in collars, | binding and ra A 
applique. It bridges beige to | multi colors, 
joins yellows and greens \ qual finesse. 
Hialeah Orange has a bro: shion future. 


ie 
as. 
eae 





STANDARD DIVISION \g 
Suede Kid 527 mS Glazed Kid 27 


NEW CASTLE DIVISION eC 
Glazed Kid 1505 Maracain 1505 


STERLING DIVISION ister 
Mello Colt (Kid Grain 200) te (Calf Grain) 1600 
















ALLIED KID COMPANY 


BOSTON ° NEW YORK ° PHILADELPHIA ° CAMDEN ° WILMINGTON 
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Makers of Women’s Footwear in Fine Quality 














Grades, from Greater New York and Other Markets, 
Will Reveal Their New Spring Style Creations in a 
Formal Exhibition Sponsored by the Shoe Manufac- 
turers Board of Trade of New York. This» November 


Show Will Afford Merchants and Buyers for Quality 


Stores Everywhere an Unusual Opportunity to Inspect 





and Compare the Products of America’s Leading 


Producers in the Field of Better Footwear. 















Quality retailers 
cant afford to miss... 








HKashion 
SHOE sen nun 
Show... - 


first time! 






* SEE ALL the quality-fashion lines that 
set the pace for Spring. 


* SEE ALL the quality industry concen- 
trated under one roof for the first time. 











Come to New York D> 










QUALITY MANUFACTURERS: Cali fornia, St. Louis, New England 
and New York already are represented in this first country-wide show designed 
to build a stronger quality-fashion Market Week for the entire industry . . . 
a real selling event based on normal, heavy traffic to New York. If you haven't 
already reserved your exhibit space WRITE TODAY for full details and costs. 









SPONSORED BY SHOE MANUFACTURERS’ BOARD OF TRADE of NEW YORK, INC., 
Lo 





11 WEST 42ND STREET, NEW YORK 18, N.Y. 
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Now. more than ever before. do better 


retailers feature exclusive fashions 







by Tupper. They appreciate the combination 






of smart styling and realistic values 






which quickly makes Pre-View footwear 






sales leaders in better shoe departments 
throughout the land. 
Pre-Views by Tupper are so warmly 








accepted by your customers that they 






are not only profit-makers, 





they are prestige builders! 






Write, wire today for full information 
about a Tupper Franchise in your town. 















FREE! Mat service for 
styles illystrated and 
i ott “hppa 47 West 34 Stree! 
the Tupper line. New York City 















TUPPER SHOES, INC. 


632 BROADWAY, NEW YORK 12,N. Y. © Algonquin 4-6990 
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Fashion Show of America, Sponsored by Shoe Manufacturers Board 
of Trade of New York, to Include Quality Shoe Manufacturers from 





MORGAN GROSSMAN 
Chairman of the Board 


WOMEN’S fashion shoe manufacturers from all over 
the United States are planning to display their Spring 
lines of quality footwear at the new Fashion Shoe Show 
of America to be held in the Hotel McAlpin, New York, 
November 6 to 10. 

For the first time, this show, sponsored by the Shoe 
Manufacturers Board of Trade of New York, has been 
broadened to include manufacturers from all parts of 
the country; previously only member manufacturers 
participated. The expansion of this show, according to 
Monroe Geller, president of the Board of Trade, has been 
planned with the aim of strengthening better grades and 
developing a strong national market for quality footwear. 
“We have invited all of the manufacturers who are 
fashion quality leaders in their own right in their par- 
ticular sections of the country.” 

This will also be the first time that a comprehensive 
showing of quality-fashion lines will be concentrated 
under one roof, thus providing new convenience and 
buying ease for retailers attending the show, who are 





er 


EDWAR 
First Vice-President 





All Parts of the Country. 





CHARLES FOX 
Second Vice-President 


D WOLF 


being urged “to come straight from the Chicago show.” 

Fashion handbag manufacturers have been included in 
this show so that retailers can conveniently coordinate 
their purchases of footwear and. handbags. a 

Advertising and promotion has been used vigorously. 
Fullpage advertisements have been placed in several 
shoe trade publications, and reprints of these ads are 
being mailed to approximately 3,000 retailers. 

Present plans call for future fashion shoe shows to be 
held every Fall and Spring, with the possibility of style 
conferences being added at a later date. 

Officials of the Shoe Manufacturers Board of Trade 
who helped plan the show are: Monroe Geller, Andrew 
Geller Shoe Manufacturing Co., president; Morgan 
Grossman, Grossman Shoes, Inc., chairman of the 
board; Edward Wolf, M. Wolf & Sons, Inc., first vice- 
president; Charles Fox, Zuckerman & Fox, second vice- 
president; Ralph Abrams, Palizzio, Inc., secretary; John 
L. Jerro, Jerro Brothers, treasurer; and Joseph Starr. 
assistant treasurer. 
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IN QUALITY GRADES for 






RALPH ABRAMS 


Secretary 


Chairman of the show committee is Charles Fox, who 
was assisted in preparations by Monroe Geller, Morgan 
Grossman, William Weinbrot, Harlyn Footwear; Ralph 
Abrams, Howard Fox, Fox Shoe Manufacturing Co.; 
and David S. Cohen, M. Cohen & Sons. 

Responses to show invitations have been reported to be 
very satisfactory, and a large turnout of manufacturers 
and retailers is expected. Any questions about the show 
will be answered by Miss Marie Norton, The Fashion 
Shoe Show, 11 West 42nd Street, New York 18, N. Y. 

While there will be abundant opportunities for re- 
tailers attending the show to avail themselves of the 
numerous sightseeing, entertainment and recreation op- 
portunities that the world’s metropolis affords, the show 
itself has been planned strictly along business lines in the 
belief that the primary wish of buyers who come here 
will be to study the new style developments embodied 
in the many lines of quality footwear that will be on 
display. Today’s trend in shoe shows is to eliminate as 
many of the distractions and sideshow features as pos- 
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JOHN L. JERRO 


Treasurer 


MONROE GELLER 
President 





JOSEPH STARR 


Assistant Treasurer 


sible and leave the visitors’ time open to fulfillment of 
their primary purpose in coming, namely looking over 
the lines and placing such orders as may seem advisable 
in order to anticipate their needs for the coming season. 
New York showings of quality footwear have been 
famous in the past, and while they have not been held 
in recent years on such an extended scale, to include 
quality manufacturers from other markets, or staged on 
such elaborate lines in a single central hotel, the Shoe 
Manufacturers Board of Trade has season after season 
welcomed to New York buyers of quality shoes to witness 

the openings of its members’ lines 
Next month’s New York show, however, will mark a 
supremely important forward step in the styling, promo- 
tion and merchandising of quality footwear. It will give 
the quality makers of the country an opportunity to 
show their lines once more under one roof in advance of 
the opening of a new season. It will afford the buyers 
of such quality shoes an opportunity to study and com- 
[TURN TO PAGE 96, PLEASE] 
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Our unique and exciting collections 





of superbly crafted footwear are ready 
and waiting for you to see 
at the New York Shoe Show 
Hotei McAlpin and at 
our Showroom, 632 Broadway 


New York 12, N.Y. 
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5 ~ master guildsman- 


emphasizes the quality of hand-crafting, 

confident that all new customers now 
able to buy his shoes at 18.95 to 24.95 retail 

will be impressed most by the wonderful 


fit and workmanship. 


MARINO & SON SHOE CORP. 
305 E. 63rd St. New York 21 


M Member Guild of Better 


Shoe Manufacturers 









Open toe sling pump with soft, 
draped, asymmetric vamp. 








Walking shoe on medium built- 
up heel 


with practical crass- 
strap treatment. 





WHEN New York has its first big showing of Spring 
shoes the first week in November, most of you will have 
looked at a great many lines at the National Shoe Fair. 
Probably some of you will have a pretty clear-cut picture 
of what you are going to order for your first Spring 
deliveries; some of you may still be somewhat bewildered 
by all that you have seen. While this article by no means 
pretends to set itself up as a buying guide, it may serve 
to point out a few important trends to bear in mind. 
The shoes shown here are not to be considered as exact 
patterns, but they have been selected as types for which 
you will find your own interpretations. 

One of the most interesting seasons we have had in 
years lies ahead of us, it seems to me. More real design- 
ing skill has gone into the shoes and a clearer recogni- 
tion of shoes for the occasion than we have had in a 
number of years. In addition to all the new patterns and 
clearly defined types, the new lines include a wide range 
of materials and colors. You have the opportunity this 
Spring of promoting silhouettes, colors, leathers and 
types. Probably your biggest problem will be to decide 
what should be the specific shoes, colors, etc. for you to 
promote. One thing you can always have in mind is 
that skirts for Spring will be a little shorter and slimmer, 
accenting shoes. 

Here we can only offer a few suggestions that should 
be generally applicable. Some of them may fit your needs, 
or the needs of your customers, and some may not. In 
silhouettes, we all know that the asymmetric outline is 
stronger than ever. It is an outline that may be in the 
pattern itself or it may be effected by the placing of an 
ornament or other trimming treatment. This off-side 
effect is being used on all types of shoes from high heel 
sandals to low heel casuals. One of its most important 
features is the grace and flattery that it adds to a shoe. 
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by 
ELEANOR 
M. RUTTY 


| AT THE NEW YORK SHOW 


And foot-flattery is something we should never forget. 
Sometimes we may do so, either because we are so busy 
thinking about style or because fit and comfort are our 
main considerations. Both of these are very important, 
but shoes, like hats, should also “do something” for a 
woman’s ego. 

The question ef open vs closed shoes seems to have 
resolved itself quite easily into an acceptance of both 
kinds with special emphasis on open shoes for dressy 
types all year through and for all types for Spring and 
Summer. Even this classification of open and closed 
patterns is not completely accurate since there are ways 
of opening up tailored walking shoes to keep the toes 
and backs closed but to give the shoe a lighter look. 
And in lighter pumps and sandals, the deep-cut throat 


Open high front casu- 
al sandal on flat heei. 


Completely open multi- 
color stripping sandal on 
5/8 inch platform. 


Variation on classic 


spectator pump with 
extension sole, built-up 
leather heel, wall last. 


lightens closed vamps. For the coming Spring and 
Summer, however, count on having really open shoes, 
so open that the vamp becomes just a collection of 
narrow strippings placed so as to hold the sole on but 
not designed in any way to cover the foot. Shoes of this 
kind will be made on absolutely flat, “barefoot” soles, 
sometimes in thong sandals, and on really high heel 
dressy sandals. 

This might be a good place to note that heels are, as 
of course you know, of extreme interest to women. Every- 
one has her preference as to height for daylong wear 
and for special occasions, and most women want shoes 
on all the heights depending on the type of shoe: flat 
keel casuals, medium heel daylong shoes and, for 
probably most women, high heel dressy shoes. Never 

[TURN TO PAGE 102, PLEASE] 
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HENANIGANS 


always in fashion! _ 
inns S (ve Stock! ote cs 2 \ 
never & cutaas i 


No Shenanigans retailer ever pays a penny extra 



















to keep solidly sized up on these famous, genuine 


alligators and lizards that walk out 12 months a year! 


Lizerd black, brown, red, 
Sissi green, grey (Java) 
. y Sizes 4 to 12 AAAA to C 
7.60 less 2% 








erie 2 at NEW YORK: 
| ) the FASHION 
See our complete Spring line including new patterns in stock: SHOE SHOW 
Hotel McALPIN 
and MARBRIDGE 






BLDG. 
Room 1046 


Alligator (open toe and heel) 
brown, red, green 

Sizes 4 to 11 AAAA to C 

8.60 less 2% 


. Lulu 





SHENANIGANS °¢ 47 WEST 34th STREET, NEW YORK 1, N. Y. 
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See us at Chicago: Rooms 951, 952, 953, Palmer House 


See us at New York tHe FasHIon sHoE sHow Hote! McAlpin 


] Y mou EXQUISITE FOOTWEAR * 735 LORIMER STREET, BROOKLYN 11, NEW YORK 
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you'll want to see 
our famous custom-made footwear! 


These shoes are sweeping the country and small wonder! Women love their 
well-groomed look, comfortable platforms and medium heels. 


Women prefer their exquisite craftsmanship, perfection of detail and perfect fit. 


This footwear will make news at our 
November showing of advance spring styles. 


At: The Hotel Mc Alpin... New York City... Nov. 6-10 


These are the shoes — famous since 1910 
for their complete excellence — that lend prestige 


to famous stores across the country. 





Zuckerman SX Fox, Inc., 65 Bleecker St., New York (12), N. Y. 
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Sickness Forces Retirement 
Of Shoe Buyer 


CHARLESTON, W. Va.—After having 
successfully operated the shoe depart- 
ment in the men’s wear store of Frank- 
enberger & Company for sixteen years, 
sickness has forced the retirement of 
Charles R. Slater. His resignation be- 
came effective recently. He has been 
succeeded by Harley L. Chapman as 
shoe buyer. Announcement of this 


change was made by Sydney M. Klee- 
man, general manager of the store, one 
of the best known in the state. 


9% 


Leased Department Taken 
Qver by Brothers 


Aurora, ILL.—A new leased depart- 
ment carrying women’s and children’s 
shoes, known as Dewey’s Fine Shoes, 
has recently been opened in Weil’s 
ready-to-wear shop, here. The depart- 
ment is operated by J. J. Dewey, who 
was recently divisional merchandise. 
manager for Block & Kuhl Co., of Pe- 
oria, IL,-*and his brother, W. L. Dewey, 
formerly with the Master Shoe Co. of 
this city. 


Cotton Textile Institute 
Promoting New Shoe Patterns 


New York—Manufacturers of shoe 
laces, faced with a contraction in the 
demand for their products, have taken 
steps to increase the use of laces in 
the shoe manufacturing industry. A 
promotion program aimed at stimulat- 
ing the use of shoe laces has been 
launched by the Braider Group com- 
mittee on trade promotion of the Cot- 
ton-Textile Institute, Inc. Tne commit- 
tee has engaged the services of Miss 
Penny Grable, St. Louis shoe stylist, 
to design shoe styles embodying laces 
or braid. 

The first bulletin released by the 
committee presents 41 shoe styles for 
women designed by Miss Grable. All 
of these designs emphasize the ways 
in which laces or braids may be used 
to enhance the style appeal and utility 
value of women’s shoes. 

The committee is also drawing up 
plans for a contest among students of 
shoe designing. Cash awards will be 
made to students submitting the most 
original designs featuring braids or 
laces. 


Victor M. Ratner Named 
Vice-President of Macy’s 


New YorK.—Victor M. Ratner will 
become vice-president in charge of sales 
promotion, public relations, and adver- 
tising for Macy’s, New York, effective 
November 1, it has been announced by 
Richard Weil, Jr., president. Since 
1947, Mr. Ratner has been vice-presi- 
dent in charge of advertising and sales 
promotion for the Columbia Broadcast- 
ing System, for both radio and tele- 
vision. 

Mr. Ratner, who began his advertis- 
ing career as a copywriter, is a strong 
exponent of the scientific approach to 
advertising and lays a great deal of 
emphasis on market research as an aid 
to sound promotional and merchandis- 
ing planning. He also believes that ad- 
vertising is only one tool in the chest 
of equipment needed to move ideas; 
that to reach people effectively through 
their normal sources of information— 
their newspapers, radio stations, maga- 
zines, churches, clubs, schools, labor 
unions, friends, and neighbors—busi- 
ness must use all the information tech- 
niques and channels available, and use 
them skillfully. 

He attended Columbia University and 
University of Michigan and entered the 
advertising field in 1927. 








Spring Opening of 
Fashion Footwear 
[CONTINUED FROM PAGE 87] 


pare lines and style trends and to con- 
serve much valuable time at a busy 
period. It will put a new emnvhasis on 
original stvles and artistic design in 
quality footwear*and will stress again 
the importance of shoes in the field of 
fashion coordination. 
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Merchant Heads Division 
Raising Travelers Aid Funds 


New York—Lawrence Horan, presi- 
dent of the J & J Slater Company, is 
chairman of the Boots and Shoes divi- 
sion for the 1949 fund drive of the 
Travelers Aid Society of New York. 
The campaign now in progress, has a 
goal of $350,000. 

This amount is needed this year to 
support emergency assistance and 
counsel for travelers and newcomers in 
difficulty. Last year the Travelers Aid 
Society of New York helped 110,260 
men, women and children who needed 
a variety of services because of illness, 
a financial emergency, inability to find 
relatives, running away from home, 
and many other serious problems at 
the piers and terminals. 

Non-duplicating in its work, the 
agency cooperates with 108 other 
Travelers Aid Societies which in turn 
assist thousands of traveling New 
Yorkers each year. 


New Shoe Selling Courses 
Offered by CCNY 


New York—Because of the outstand- 
ing success of the intensive program 
in “Shoe Selling and Merchandising” 
in meeting the needs of retail shoe 
dealers in the New York area, the pro- 
gram will be offered again for the 1949 
Fall Term, according to Dr. Robert A. 
Love, director. 

The 120-hour course, launched in 
February under the supervision of Sey- 
mour Helfant, co-owner of the Del Fant 
Shoe Shop in Far Rockaway, is present- 
ed in cooperation with the National Shoe 
Retailers Association, the National 
Shoe Manufacturers Association, and 
The Tanners Council of America. The 
program provides trainees with a sound 
knowledge of shoe materials and con- 
struction, shoe fitting techniques, shoe 
salesmanship and merchandising tech- 
niques. Experienced businessmen-in- 
structors bring a rich background of 
knowledge and experience to the class- 
room, thus keeping the program up-to- 
the-minute on latest development in the 
industry. 

The program is divided into four 
broad catagories of instruction: fitting 
course for shoes; the principles and 
techniques of profitable shoe merchan- 
dising; shoe selling; and shoe construc- 
tion and tanning of leather. 

The program is open to both men and 
women whose ability enables them to 
carry on the work. The next program 
starts Oct. 10, and will run for 15 
weeks. Classes will meet Mondays and 
Tuesdays from 6:30 to 10:10 P.M. The 
fee is $98.40. The course is approved 
for payment of veterans’ tuition under 
the GI Bill of Rights. In order to com- 
plete Veterans Administration pro- 
cedure in time to join this class, apply 
at once to the Supervisor of Admissions, 
City College Midtown Business Center, 
430 West 50th Street, New York 19, 
N.Y. 
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... Hotel McAlpia, New York 


Fashion Shoe Show .... November 6-10 


MEE PRESTON SHOE COR P. 


2420 l6 BR@ABDWAY, 
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Shoe Departments Are 
Air-Conditioned 

OmaHA, NEB.—All of the shoe depart- 
ments at J. L. Brandeis & Sons, 
Nebraska’s largest department store, 
now are air-conditioned, except the 
fourth floor men’s and boys’ shoe sec- 
tions, as the result of completion of an 
air-conditioning installation for the 
basement, first, second and third floors. 
Fourteen escalators (up and down) 
from basement to seventh floor also 
were put into operation at the same 
time. 


Store Has Walls of 


Structural Glass 


LOGANSPORT, IND.—Martin Levy has 
opened The Connie Shop, exclusive wo- 
men’s shoe store, at 312 Fourth Street. 

The store’s exterior has two shades 
of green structural glass. The interior, 
designed by Josef Patrick, local artist, 
has two sidewalls of sandy rust color 
and a peach colored end wall with dark 
green and light blue accents, a neutral 
grey rug and cold tubular lighting. 
There is no shelving in the main part. 
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The 


This eye-catching 
DISPLAY CARD 
will increase your 
Sales and Profits. 
It is included in 
each shipment 


at no extra cost. 


Get set for the Fall Slipper Season . . . 


Od. er 


HUBER siippers NOW! 


Made of fine kidskin uppers, full- 
grained outsoles, leather linings, 
moulded counters and rubber 
heels. Their easy-flexing, USMC 
cement construction makes them 
easier to sell. 


DIPLOMAT 












WRITE for CATALOG and PRICE LIST 


HUBER super co, we. - aviston, 11. 


“Makers of fine quality men’s slippers since 1932” 


















Review of the 
Retail Trade 


[CONTINUED FROM PAGE 40] 


Shops are now showing in casual 
lines crepe sole, wedge heel casuals; 
laced or monk-strapped in wine, 
green, blue and brown. According to 
one shoe man, this type of out-of- 
door offering is almost as popular with 
the older women buyers as with the 
young girls. 








SALES UP IN 
LINCOLN STORES 


SELLING of men’s, women’s and 
children’s shoes in Lincoln, Neb., took 
a definite upturn in September, with 
volume running from 5 to 26 per cent 
ahead of the same period a year ago. 
Lincoln buyers agreed that the big- 
gest problem confronted this season 
will be getting delivery on best sellers 
in time to take full advantage of the 
peak selling season. 

George McLaird, manager of the 
shoe salon at Hovland-Swanson high- 





fashion store, reported that while July 
sales took a drop from last year’s fig- 
ures, volume in August was 26 per 
cent ahead of 1948, which more than 
made up for the July decrease, and 
September sales would indicate a rec- 
ord-breaking month. Four other buy- 
ers noted increases ranging up to 20 
per cent ahead of last year for August 
and early September. 

A buyer for one large store admitted 
that shortages already are plaguing 
his departments. Strikes at three 
plants which were among his leading 
resources were largely responsible for 
this condition, he pointed out, and 
while he has filed orders which he 
believes will be sufficient to take care 
of early Fall selling, his sales ad- 
mittedly will suffer if deliveries do 
not come in on time. Most other buy- 
ers indicated that they would have 
sufficient merchandise if deliveries ar- 
rive on schedule. 

Surprise development has been an 
unprecedented demand for saddle ox- 
fords by girls ranging from grade 
school to college age. Saddles at $6.95 
are on constant reorder at several 
stores where buyers said there seemed 
to be no saturation point to this de- 
mand during the current season. More 
expensive casuals of the “flattie” type 
have been best sellers in salons fea- 
turing higher priced shoes. 

The sling pump has continued as 
easily the number one seller in style 
shoes, although some buyers have 
noted a pick-up in demand for ankle 
straps. Following black and brown, 
the best selling colors have been blue, 
green and grey in various stores. In 
early September, smooth leathers be- 
gan cutting heavily into the sales su- 
periority of suede which held through 
August. Reptile is evidencing very 
good possibilities. 

Open shoes continue in high favor, 
with buyers reporting an open shoe 
preference by customers ranging from 
three-to-one to four-to-one, where style 
merchandise is concerned. Low plat- 
forms have continued in high demand. 

Continued strong customer demand 
for name brands in children’s shoes 
was noted here, and parents still pre- 
fer to pay $5.95 and $6.95 for con- 
sumer-accepted brands, when lesser 
known brands can be had for several 
dollars less. One buyer, for example, 
pointed out he currently has on hand 
children’s shoes originally intended to 
retail at $7.95 but recently priced 
down as low as $2.95. People con- 
tinue to pay $6.95 for the brands they 
know rather than take the other shoes 
at clearance prices, he stated. 

All buyers agreed that the Fall out- 
look is very good and that there has 
been very little consumer resistance to 
current prices. 
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Give your shoes a good break with UNITED FINISHES 





3 takes flexible upper leather finishes to keep shoes 
looking salable after “try-ons” at the fitting stool. 


Finishes that break well and are durable can be blended by United 

Finishing Specialists ... experienced men who can first 

analyze leathers, then assist your finishing department in 
producing the desired results. 





As many manufacturers have discovered, it pays to call upon 








such a specialist because you can have confidence in his rege gs ce 
recommendations. It pays in other ways, too, for often the - 
United Finishing Specialist can show you a method or a material ; BB CHEMICAL CO. 
that will make possible substantial savings in finishing. To FINISHES FOR UPPERS 
find out in your case, just call the nearest United branch office. BOTTOMS © HEELS © EDGES 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Shoe Institute Program Has Seasonal Objective 


to be sold on how to sell shoes to men. 
And ‘75 per cent of the rciailers felt 
men would not buy shoes even if they 
had styles.’ This is a ‘defeatist’ attitude 
on the part of retailers. 

“So we're starting out by establish- 
ing the theme of ‘seasonality of men’s 
shoes.’ We’ve got to get men to change 
shoes with the seasons. 

“Here’s what we’re going to do: (1) 
We’re going to push the simple idea 
of wearing shoes in the Winter that 
protect the feet, and that Winter means 
heavier leathers and darker colors in 
shoes. (2) In the same season, we push 
the idea of alternate shoes, in order 
to give shoes a chance to dry out. You 
could call this a ‘semi-health’ theme. 


[CONTINUED FROM PAGE 29] 


“In consumer publications, we will 
push the general theme of ventilated 
shoes which such slogans as ‘Take the 
overcoat off of your feet’ and ‘This is 
the straw hat season in shoes.’ We will 
plug two-tone mesh shoes and dressy 
casuals. 

“The retailer ought to be asked and 
sold on selling seasonality in his dis- 
plays, his newspapers and direct mail 
ads, and on his store floor. 

“We will give him ammunition in 
terms of stories. We will send him a 
broadside hammering seasonality in 
men’s shoes. We will hammer consumers 
via newspapers, radio, magazines and 
special interest publications. 

“We hope that by Spring we will have 


started something which can snowball 
in size in the years ahead on this theme 
of seasonality. 

“We will hammer on coordination. 
This will be tough in men’s shoes. We 
must have the cooperation of manufac- 
turers, retailers and the trade press to 
talk up coordination. We will need all 
the help we can get from inside the in- 
dustry. 

“To help the retailers and editors, we 
will have a fact file to impress coor- 
dination of men’s shoes and seasonality 
on them. We will send out releases every 
month. 

“If we accomplish what we’ve out- 
lined, we will have done something.” 





Shoe Store’s Sales Volume 
Tops Peak Figures 


[CONTINUED FROM PAGE 35] 


distinctive. Executives and salespersons 
especially qualified to mix with and sell 
to younger customers—college folks, 
particularly — constitute a promotion 
factor. The yearly turnover at Robin- 
son’s—at least three times a year— 
solves inventory problems and keeps 
stock fresh, up-to-date and attractive. 
Mr. Cox, however, is still cautious about 
the future. “Because,” he says, “while 
we are increasing volume, costs, of 
course, are going up, too. The problem 
of cutting costs without sacrificing ser- 
vice and quality is a difficult one which 
we will have to work out in the near 
future.” 


Relief Drive Begun by 
Trade Association 


Boston.—Henry E. Meirs, chairman 
of the Year Book committee of New 
England Shoe Foremen and Superinten- 
dents’ Assn., has opened the 1950 sea- 
son relief fund drive assisted by 
Co-chairmen Hyman Snider of Consoli- 
dated National Shoe Corporation, and 
Benjamin Fish of Ware Shoe Co. Ac- 
tual work on the drive got under way 
recently when the entire committee 
met for luncheon at the Hotel Copley 
Plaza, here. 

In announcing opening date for the 
drive, Mr. Meirs said: “Conditions 
among foremen and superintendents in 
our industry are still good in spite of 
the general lull in business during the 
first of the year. However, there is 
every reason to believe that during the 
coming months the demands for relief 


upon our association will be greater 
than at any time since we started oper- 
ations several years ago. This year we 
must raise at least $20,000 if we are 
to keep pace with the already growing 
demands for our help. Remember, we 
have not only helped tide members 
over rough financial paths but have 
also actually saved lives by furnishing 
adequate medical and surgical care for 
those who would otherwise be unable 
tc obtain it.” 


Partners Take Over Shoe 
Department in Texas Store 


AUSTIN, TEx.— Acquisition of the 
lease on the shoe department of Marie 
Antoinette’s, Austin women’s ready-to- 
wear store, has been announced by 
George A. Hibler and C. W. McKinney, 
both veteran shoe men. 

Mr. Hibler has resigned his position 
as manager of Leon’s, Austin women’s 
shoe store, to take over the active man- 
agement of the Marie Antoinette shoe 
salon. Mr. McKinney is the traveling 
representative of the Brown Shoe Com- 
pany and will spend only a portion of 
his time at the Austin store. The lease 
was obtained from Bernard Gardner. 

Mr. Hibler said he intends to add sev- 
eral new lines of shoes to those now 
carried by the store. J. H. Shillings 
who has been serving temporarily as 
manager of the salon for Mr. Gardner, 
has returned to his position with Frost 
Brothers in San Antonio. 





Opens New Store 


SALINA, Kans.—Billau’s Health Spot 
Shoe Store was opened at 221 South 
Santa Fe recently. Preston C. Billau, 
owner of the new store, has had 20 
years of experience in the shoe business. 


Trade Literature 


Eyes Off The Ceiling 


Grey Advertising Agency, 166 West 
32nd Street, New York City, has just 
released a study entitled Eyes Off the 
Ceiling which is a collection of market- 
ing, merchandising, selling and adver- 
tising ideas. 

An explanation of the unusual title 
appears on the cover of the study: “If 
you’ve reddened your eyes scanning the 
ceiling for an elusive idea, try focus- 
ing them instead on these three sec- 
tions—(1) 58 Tested Ways to Broaden 
Your Market; (2) 172 Tested Ideas 
That Flogged Lagging Volume; and 
(3) A Check-List of 96 Tested Sales- 
Building Tools.” 

Lawrence Valenstein, president of the 
agency, explains the reasons for the 
study in this way: “It has always 
seemed to us that one of the primary 
functions of an advertising agency is 
literally to wallow in ideas. And not 
only to wallow in ideas, but to poke into 
ideas—prod into ideas and stew over 
ideas, and become enormously excited 
about ideas. These ideas that we have 
collected do all those things for us— 
= we do all those things for and to 
them.” 


Merchants Plan Blood Bank 


SPOKANE, WASH. — Members of the 
Spokane Shoe Retailers Association 
made plans recently to organize em- 
ployees and their families to establish 
a Spokane community blood bank. The 
organization was planned following a 
banquet at the Desert hotel. Norman 
J. Klasgye, Seattle, Stetson Shoe Com- 
pany representative, was the guest 
speaker. 
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Shoes in the News 


MANUFACTURERS of shoes for the juvenile customer 
are concentrating on producing shoes with a more grown- 
up look for youngsters of all ages. Taking a leaf from the 
adult book, they have wisely utilized straps in any number 





Black patent criss-cross pump 

for the young miss, in the 

Spring line of Dr. A. Posuer’s 
hoes, Inc. 














of patterns, for the strapped styles offer a dressy as well as 
a mature touch to a youthful shoe. Especially good, both 
in women’s lines and in those for the younger customer are 
multiple strapped patterns—sometimes in asymmetric ar- 
rangements, sometimes in criss-cross effects. High backs, 
peaked throats, ankle or instep interest. all add to the 
dressy effect which will be one of the highlights of chil- 
dren’s shoe lines ‘or Spring. 1950. 





Manufacturing and Markets 


[CONTINUED FROM PAGE 81] 


among department store buyers and merchandise managers. 
Buyers showed more confidence in the style picture than 
last year. Now there’s a better selection of styles and 
shoes, and clearer thinking on this matter on the part of 
buyers. Buying has not been overly cautious. There’s a 
completely different attitude today than six months ago. 
Sixty per cent of the buyers at our factory were buying 
their full quota or in excess of their quota. They are 
showing a greater selectivity in their ordering which re- 
flects the selectivity demanded by the consumer.” 

On the issue of price resistance, manufacturers adhered 
to their conviction that when it came to price and value. 
consumers would pick value over price. “If priced right 
with good value, there isn’t any price resistance by the 
consumer,” one manufacturer said. Prices of shoes, manu- 
facturers pointed out, will remain firm, because labor and 
materials prices remain high and firm. An interesting 
development has been the recent entrance of reptiles into 
the price picture. During the war, luxury shoes, reptiles 
were high in price. Today, retailers, seeking to expand 
the reptile market and cash in on their high style features. 
are advertising $30 reptiles for $20, with the result that 
demand for reptiles has increased, and manufacturers 
report receiving considerable orders for them. 

The new fashion reverse from long to slightly shorter 
skirts will intensify interest in shoes. according to manu- 
facturers. Women will want dressy shoes, styles that will 
enhance the beauty of their feet and ankles. All sorts of 
interesting treatments are expected. 
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OUTOOOR FOOTWEAR 


THERE‘’S A FUTURE IN FORESTERS 


Feature these popular, all-purpose 
BASS boots now in your windows, on your 
counters, in your advertising. Sportsmen 
will respond to their 
@ true-moccasin comfort 
@ full bellows tongue 
@ handsewn two-way seam 
@ sturdy, waterproofed leather 
And remember... your customers 
look for the BASS name, too, in Weejuns, 
Ski Boots, Quail Hunters, 
Camp Moccasins, and 
Sportocasins. 


BUSS 





G. H. BASS & CO. 
Dept. BS-10 Wilton, Maine 


New York Sales Office *658 Marbridge Building 








Guide Posts for Spring Styles 


forget, however, that more women, as 
well as girls, are looking for dressy 
flats. Retailers, as well as manufactur- 
ers, are continually reporting this trend 
to us. While wedge heels continue to be 
chiefly low and used on casual shoes, 
there are some higher wedges, 17/8 and 
even up to 21/8, being used. Platform 
soles, especially the under - one-inch 
heights, continue to be very strong and 
with good reason; they are one of the 
most comfortable fashions ever in- 
vented. 

As to types, we have probably men- 
tioned dressy and casual often enough 
to make it evident that both are very 
important. The third category that is 
continuing to grow in importance is the 
walking and suit shoe; generally speak- 
ing we can call it the tailored shoe. 
Very smart in smooth or polished 
leathers and alligator, alligator-lizard 
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and lizard, it is being made in welt and 
cement constructions, in both quite 
often on built-up leather heels and on 
wall lasts, The extension sole with 
square tip has also come back into the 
style picture as have saddle stitching 
and other swagger detailings. In view 
of this trend, designers expect a bigger 
business for spectators next Spring. 
While these may not be the typical 
spectator with classic tip and foxing, 
they will be interpretations not too far 
removed in treatment. Perforations, 
stitching and pinking will give them a 
spectator lock. 

In colors, navy blue is expected to 
repeat, if not better, its record for 
Spring 1949. Brown, Cognac and Kola- 
brown especially, is expected to be very 
popuiar for the coming Spring. These 
colors, plus blond tones, will be good 
to promote for wear with matching 


costume colors and also with all the 
pale pastels that are being much talked 
about for Spring clothes. Bright leather 
colors—bright red, green and such a 
striking new shade as orange—are 
planned as sharp, smart contrasts with 
these pale colors in clothes. They will 
be available in kidskin, patent leather 
and snakeskin. Multicolor combinations 
for shoes are, of course, all the talk 
and will start their new season for 
Southern resort wear and come into 
their big selling season during the 
Summer months. With all this talk of 
color, remember that black is still in 
the picture, black suede, smooth leath- 
ers and patent leather, Black, as well 
as navy, are being given new interest 
by the addition of small touches of 
white on the dark color. It is, from 
every point of view, a Spring of vari- 
ety and unusually well-planned, inter- 
esting new styles. 





Orthopedic Shop Opened 


Los ANGELES—Dr. Sherman’s Foot 
Relief Shop recently opened for busi- 
ness at 228 W. Ninth Street in down- 
town Los Angeles and is offering a 
complete foot and footwear service. 
Dr. Sherman recently invented a spe- 
eia] casting method for shaping foot- 
wear for arthritic, bunion, and ham- 
mer toe feet. 


New Flagg Store Planned 


JACKSON, MiIss.—Property located at 
111 East Capitol Street, has been 
leased by the General Shoe Corpora- 
tion, effective in September of 1950. 
Officials of the shoe corporation an- 
nounced that they plan to install a mod- 
ern retail shoe store, which will feature 
Flagg and Hale shoes for men. 





Banquette Takes Place of Chairs 





Wichita, Kansas.—S. S. Silver & Co., Inc., of Brooklyn, N. Y., designed this luxar- 


lous setting for the men's shoe 


riment on the newly-remodeled second floor 


of Woolf Bros., Wichita. The large semi-circular banquette, upholstered in pale 
green leather, terminates at one end in a shoe-selector unit made of honey- 
colored mahogany with viewing mirrors set in at the base. The greater part of 
the curved wall behind the banquette is flutex glass set in a honey-mahogany 
framework, and the rest is papered in a foulard pattern of greens against a 


charcoal background. 
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Man and Wife Buy 


Children’s Store 


Totepo, O.—Mr. and Mrs. Theodore 
C. Powers have purchased Hauck’s 
Juvenile Bootery, 1844 West Bancroft 
Street, Toledo. The name will be con- 
tinued. One of the oldest Toledo retail 
stores dealing exclusively in children’s 
shoes, the firm was founded by Charles 
F. Hauck and operated by him for 
many years until his recent death. His 
widow, Cecelia A. Hauck, had been op- 
erating the business. 

Both Mr. and Mrs. Powers have had 
extensive experience in the retail shoe 
field. Mr. Powers has been in the busi- 
ness for 18 years, while Mrs. Powers 
has been in the children’s shoe depart- 
ment at Lasalle & Koch Co., local de- 
partment store, for nine years. 





Store Closing Out 
Children’s Footwear 


Exmira, N. Y.—The Gorton Coy stere 
is discontinuing its children’s shoe de- 
partment which for more than two 
years has been a part of its Youth Cen- 
ter on the third floor. Previously chil- 
dren’s shoes were sold in the street floor 
shoe department. Need of third floor 
space for a new Sub-Deb Shop led to 
the decision to close out all children’s 
footwear. 





Store in New Location 


San ANTONIO, TEX.—The Little Boot 
Shop moved recently from 112 South 
Flores Street to 121 South Flores 
Street, just across the street from San 
Antonio’s famous Buckhorn’ curio 
store. 
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Surgical Supply Store 
Adds Orthopedic Shoes 


New YorkK.—There has been a steady 
increase in the number of orthopedic 
shoe departments being opened in sur- 
gical supply stores, according to Na- 
than Klein, co-owner of the Chester 
Surgical Supply Co., 1924 Boston Road, 
Bronx, who opened his own orthopedic 
shoe department on September 6. “This 
trend is a logica! one,” says Mr. Klein, 
“because most of our shoe business is 
recommended trade. We get customers 
from physicians, orthopedists, pedia- 
tricians and institutions. It’s a conveni- 
ence born of necessity. Our business is 
e& business of corrective devices, and 
the handling of orthopedic shoes fits in 
naturally.” 

Though located in a surgical supply 
atmosphere, the department has not 
been denied physical attractiveness. A 
green motif has been used in furniture 
and wallpaper. Custom-made leather 
settees with green and white bands 
have been placed in the four corners 
of the room, and scotch-laid patterned 
wallpaper adds brightness. A white 
ceiling reflects light from a bank of 
fiuorescent lamps. Several fitting chairs 
provide additional space for customers. 

The shoe department managed by 
Robert Stieber, who has had nine years’ 
experience in the retail shoe business. 
Beginning with the Old Colony Shoe 
Co., he has worked with G. R. Kinney 
Co., Regal Shoe Co., and Wanamakers, 
both as salesman and manager. Imme- 
diately prior to assuming his present 
position, Mr. Stieber was co-owner and 
manager of the Chabert Shoe Store in 
Mt. Vernon, N. Y., for 18 months. 

The store carries men’s, women’s and 
children’s shoes all under the private 
brand name of “Ortho-O-natoR Shoes.” 
Price ranges are: men’s, $17.50 and 
up; women’s, $15.25 and up; and chil- 
dren’s, $6.50 and up. Two thousand 
pairs of shoes can be stocked in the 
store, but an extra building provides 
room for the stocking of 50,000 shoes 
if necessary, according to Mr. Klein. 

The Chester Surgical Supply Com- 
pany opened for business 14 years ago 
under the co-ownership of Mr. Klein 
and his partner, Oscar Krug. 





Concerned Over Increase 
In Calfskin Exports 


Boston.—“The directors and mem- 
bers of the New England Shoe and 
Leather Association are greatly con- 
cerned with the accelerated rate this 
year of exports of American calf and 
kip skins abroad, which for the first six 
months totaled 616,409 pieces, or 23 
per cent greater than exports for the 
corresponding period last year,” said 
Maxwell Field, executive vice-president, 
recently. 

“The net export balance for the first 
half of this year totaled 252,000 skins, 
which compares with a net import 
basis of 90,628 pieces in the first six 
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THEO TAP TIE 


Style 17—New 
“Feather-flex” 
construction with 
over-the-toe 





Child's 534/12, M $2.50; Misses’ 1234/3, 
& C $2.75; Girl’s 334/9, AA & B $3.00. 


HARD TOE BALLET 


Style 18—In pink 
satin only, with nevy 
“Feather-flex” con- 
struction, no break- 
ing in required, 
$4.00. Bunny toe 

pads for use with 
Style 18, M & L, per pair, $ .50. Full and 
half sizes, 10/1234, D; 13/6, C & D. 


QP 





Style 1—Sueded 
elk sandal in fawn, 
black, — = 
or green, $. 

Style 8C—Same 
as style 1, with 6-iron crepe rubber sole, 
$1.25. Full sizes, child’s 8 to women’s 9, 

width. 










HANDMADE + HAND-LASTED 
There is a service charge of 15c per pair on 
orders for less than 12 pairs of a style; 
25 on 3 pairs or less. Terms—Net 30 days. 
ORDER NOW! 








PLEATED-TOE 
BALLET 


Style 10—Unlined colt 
leather in black or 
white, with non-skid 
sueded elk leather sole, 
$1.90. Style 12—Same 
as style 10 with FULL 
LINING, $2.00. Style 11 
—FULL SOLE PRACTICE BALLET, same as 
Style 10, with full sole, $1.90. Full and half 
sizes, child's 8 to women’s 9, one width. Small 
sizes include elastic across instep. 





IN 
DANCE FOOTWEA 


WORLD'S LARGEST DANCE FOOTWEAR 
MANUFACTURER AND DISTRIBUTOR! 





PRIMA, Ine. 


705 Ann Street, Columbus 6, Ohio 


BS Fetest Maken tothe Yow Generation © 





months of 1948. The United States has 
always been an importer of calfskins, 
averaging in the prewar period 20 per 
cent of annual consumption, so that the 
unprecented total of these exports dur- 
ing a period of government controls is 
a cause of real concern to calf tanners 
and shoe manufacturers alike,” Mr. 
Field continued. 

“As a result both of this net export 
position and the recent increase of 50 
per cent in the government quota for 
calf and kip skin exports for the third 
quarter of this year to 150,000 skins, 


the board of directors of our associa- 
tion has recommended to the officials in 
the Office of International Trade and 
other related agencies that the export 
quota for the fourth quarter, October 
to December, be reduced to 60,000 
skins; and if this amount cannot be 
agreed to, then the quota should not be 
more than 100,000 skins, or the same 
amount cannot be agreed to, then the 
quota should not be more than 100,000 
skins, or the same amount that pre- 
vailed during the second quarter of this 
year.” 
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GANG-WAY to successful selling! 


WITH 





standard prevails . . . 


SALON?TFURNITURE 


HERE Is an exciting new line of salon furniture— 
Royalchrome plated square tube designs. Custom 
designed for modern salons, the Royalchrome quality 
i offering lowest maintenance, 
extra long wear, and your best furniture investment 
by far. For special literature on these designs and the 
regular Royalchrome line write our Display Dwision. 


nee Available in single 


chairs, gangs, lounge 
pieces and accessories 












Shoe Fitter 
to Match 
Gang Choirs 








ROYAL METAL MANUFACTURING CO., 175P NORTH MICHIGAN AVENUE + CHICAGO 1 


| 
New York - Los Angeles - Preston, Ontario 
| 
| 








Miami Store Expands 


MIAMI, FLta—The Stan-Mar Shoe 
Store at 1774 N. W. Thirty-sixth Street, 
this city, has recently expanded by tak- 
ing over a storeroom next door—a move 
which has increased selling space nearly 
50 per cent. The store is owned and op- 


erated by Mr. and Mrs. A. J. Levitan 
who opened it in 1947. The original 
store had display windows on both sides 
of the center entrance. The expansion, 
made necesary by a rapid increase in 
business, has given the store an addi- 
tional display window. 





Balance Achieved in Men’s Shoe Window 





New York.—A recent window in the Fifth Avenue store of Browning Klag & Co. 


achieved 
fangular 


balance by the use in the rear center of a placard with rec- 
me, flanked by circular plaques carrying shoes, which, in tarn were 


flarked by wicker baskets filled with artificial flowers. Exceptionally good use 
was mode of an enlarged drawing of the old-time shoemaker hand stitching moc- 
cosia vemps. A large, two-tiered, semi-circular platform was used for display ia 
the cenfer rear of the window. E. E. Taylor shoes for town, country and sport 


were shown. 
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New Firm to Sell 


Men’s Shoes 


Detroit — A new firm of Pulver’s 
Men’s Wear and Shoes is being formed 
to take over the northwestern store of 
Grandstaff’s, local independent chain 
established here for several decades. 
The unit, located at 8211 West Grand 
River Avenue, will leave two other 
stores to be operated: by the Grandstaff 
organization. 

New owners are Claude LeRoy Pul- 
ver, and Thornton William Board, both 
of whom have been with the Grand 
River store for more than a decade in 
charge of operations, and are now tak- 
ing it over “on their own.” A separate 
men’s shoe department is maintained, 
which will continue to be jointly man- 
aged by the two new partners. 





Retailers Advised Not to 
Fit Bare Feet 


WORCESTER, Mass.— Shoe | stores, 
which presumably look with distaste on 
the stockingless customer, now have the 
moral backing of the Worcester Better 
Business Bureau, Inc., and the Depart- 
ment of Public Health. 

The Better Business Bureau has sent 
a bulletin to retailers suggesting signs 
be hung in stores explaining that for 
sanitary reasons bare feet will not be 
fitted for new shoes. The Health De- 
partment is endorsing the idea. 

Health Commissioner Witkow said it 
is a question of “deterring” the spread 
of such foot ailments as athlete’s foot. 
Wearing stockings won’t prevent the 
spread of the infection but will deter 
it, he says. It will also help, naturally, 
if the stockings are freshly washed, he 
adds. 

His department has no plans for tak- 
ing action, if stockingless shoe cus- 
tomers insist on being fitted. It is the 
store’s problem in that case, Dr. Wit- 
kcw says. 


City Votes Sales Tax 


CLARKSBURG, W. VA.—The City Coun- 
cil has set up a gross sales tax, pat- 
terned after that of the state, which 
will become effective here as soon as it 
has been legally advertised. It will be 
retroactive to the beginning of the cur- 
rent fiscal year (July 1) and will con- 
tinue through June 30, 1951. 

The new tax will vary from 3/40 
ef one per cent to one-half of one per 
cent. City officials estimated that it 
would raise $221,000 annually. 





New “Cradle to College” Store 


TULSA, OKLA—Mrs. Della Harrold 
has opened a new “Cradle to College” 
suburban shoe store at 1618 N. W. 23rd 
Street. The store is completely air- 
conditioned for shopping comfort and 
there is a large parking lot in the rear. 
Mrs. Harrold specializes in proper fit- 
ting of children’s shoes. 
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Basement Store Resembles 
Suburban Community Shop 


Kansas City, Mo.—Designed to cre- 
ate the impression of a suburban com- 
munity of separate shops, John Tay- 
lor’s novel basement store opened re- 
cently with a complete stock of all new 
Fall merchandise and an interest in 
discovering the basement-buying habits 
of the Kansas City customer. 

The John Taylor’s basement is the 
latest addition to basement merchan- 
dising in the Kansas City area. It is 
a new field for Taylor’s, a Macy asso- 
ciate, who previously did not offer cus- 
tomers a basement store division in its 
cperation. Kansas Citians were wooed 
to the basement opening with an ag- 
gressive institutional and merchandise 
advertising campaign and general store 
publicity. The basement store occupies 
an area of 47,0C0 square feet and new 
escalators and high speed elevators per- 
mit traffic to flow into every part of the 
basement. 

Forty-six different merchandise clas- 
sifications made up the basement oper- 
ation including children’s shoes, wom- 
er.’s shoes, sportswear, dresses, junior 
dresses, millinery, furs, coats, suits, tod- 
diers, infants, girls, handbags, refresh- 
ments, men’s furnishings, boy’s cloth- 
ing, boy’s furnishings, drapery fabrics, 
patterns, yard goods, housedresses, un- 
derwear, hosiery, aprons and uniforms, 
corsets and brassieres, service desk, 
layaway, fitting rooms and service. 

Stock is held in an outer periphery 
and no stock is more than a minute 
away from its display counter or case. 
This is considered a tremendous ad- 
vance over all previous department 
store design. 


A definite color scheme was engi- 
neered for the basement. The wood- 
work is warm oak, the columns dove 
gray and the escalators pearl gray. 
Pastels give a light, airy feeling to the 
entire floor. 


Edge lighted lucite signs and opaque 
white lucite signs with gray plastic let- 
tering identify the various merchan- 
dise departments. 

Dominating all is the John Taylor’s 
basement store slogan, “Value, Quality, 
Assortment, and Service.” 


Suburban Store Opened 


WicuiTa, Kan.—The formal open- 
ing of Heads Village Shoe Store in 
Lincoln Heights Village was held re- 
cently. 

Heads for 39 years has been recog- 
nized as one of Wichita’s leading family 
shoes stores. In opening the new Vil- 
lage Shoe Store, the company is keep- 
ing pace with the expansion of the city. 
Staffed with expert shoe fitters and 
managed by Henry Geil, the Village 
shop carries a complete line of juvenile 
shoes of all sizes and widths. During 
the Fall and Winter season the store 
also will carry a complete line of rub- 
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_THEY’RE ASKING FOR MAGIC LOOP 






S-T-R-E-7-C-H 
around the 


ANKLES 











Parents know that early foot care can be of tremendous importance 
to health throughout life. That’s why they’re asking for Bumpers! 

Bumpers’ Magic Loop provides extra support for growing 
ankle bones and tendons, yet can’t bind or chafe. New Wedge 
Heel insures correct tread, improves body balance. 


Available in five colors: white; tan; red; smoked; tan and 
smoked. Sizes 2 to 6 and 6//, to 9, B, D, and E widths. To retail 
at $4.25 and $4.75. Write for information. 


See Us Sys , MY ; Hotel 
mies SHE =e 








BUMPERS 








HUBBARD SHOE MFG. CO. 


{Division of Weyenberg Shoe Mfg. Co.} 
Milwaukee 1, Wisconsin 





ver footwear for men, women and chil- 
dren. 

The first Heads shoe store in Wichita 
was established in 1910. 





Store Participates in 
Cinderella Contest 


Lacon1A, N. H.—Bolduc’s Shoe Store, 
here, received considerable worthwhile 
publicity through its connection with a 
“Cinderella Ball” held at the palatial 
Winnipesaukee Gardens at The Weirs, 
famous Summer resort section of the 


city. 





An expert from the shoe store fitted 
the magic slipper on the winner of the 
contest, in which there were pretty 
participants from the New England 
states, Maryland and Washington. The 
winner of the “Cinderella” title was 
Dottie Morrison of Providence, R. L, 
who received shoes and nylons as her 
prize. 





New Butler Store 


CHARLESTON, W. VA.—Butler’s Shoe 
Store, 223 Capitol Street, held its 
formal reopening recently after a shut- 
down for complete modernization. 
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The Twinkle-Toe form shown at the left has the new oval top. 


Compare it with the sensational new Phantom Tops on the 
Tu-Toe and Plain Toe forms. Note how effectively this slender 
Phantom-Top accentuates the snug ankle fit that every shopper 
looks for. Pictures don’t tell the story —for sales-pulling shoe 
displays this fall, be sure to see this complete line of forms for all 
types of women’s, men’s and children’s shoes at Chicago. 


SHOE FORM CO. INC., AUBURN, N.Y. 


SHOE MANUFACTURERS may direct inquiries to the nearest branch of 


United Shoe Machinery Corpo n 


IN CANADA: UNITED LAST CO., LTD., P.O. BOX 3000, MONTREAL, QUEBEC 
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400 News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Will Talk on Future of Shoe Industry NSTA Convention 





Arno H. Johnson, Noted Economist, to Address Meeting at National 
Shoe Fair — Newspaper Advertising and Window 
Trim Contests Scheduled 


CuHicaco—A look at the future of the 
shoe industry as seen by one of the 
country’s foremost economists will be a 
feature of a meeting of the National 
Shoe Institute to be held at 8:30 P. M. 
on October 31 in the Grand Ballroom of 
the Palmer House, during the National 
Shoe Fair in this city. Speaking will be 
Arno H. Johnson, vice-president and 
director of research, J. Walter Thomp- 
son Company. 

The meeting of the Institute, jointly 
sponsored by the National Shoe Manu- 
facturers Association and the National 
Shoe Retailers Association, will hear 
also from Joseph E. Boyle, vice-presi- 
dent and public relations director of the 
same company, who will give a review 
of the public relations program carried 
on by the Institute during the past year, 
as well as a prevue of what is to come. 


Contests Open to All Retailers 


Dr. Johnson, who on several occasions 
has been invited to the White House and 
the U. S. Treasury Department to give 
his views on economic matters, is the 
author of numerous articles and works 
on economic and marketing subjects, in- 
cluding the 429-page handbook, “Popu- 
lation and Its Distribution,” published 
by Harper Brothers in 1941. 

Formerly research supervisor at the 
Harvard Bureau of Business Research, 
Dr. Johnson has served in the New 
York, Montreal and London offices of 
J. Walter Thompson Company, directing 
market research. He is a former presi- 
dent of the Market Research Council, 
and in 1945 received the first American 
Marketing Association “Annual Award 
for Leadership in Marketing.” In 1939 
he originated the J. Walter Thompson 
Company’s Consumer Panel method of 
continuous study of the buying habits of 
consumers. 

Two other worthwhile features of the 
National Shoe Fair will be newspaper 
advertising and window trim contests 
open to all retailers who sell men’s or 
women’s shoes, whether a store or a 
shoe department. In each, the contes- 
tants will be divided into two classes, 
those retailers or shoe departments situ- 
ated in cities with populations of more 
than 100,000; and those in smaller cities 
or towns having populations less than 
100,000, thus avoiding the unfairness of 
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forcing smaller cities and towns to 
compete with metropolitan centers. 

To enter the first contest, it will be 
necessary for contestants to submit 
proofs or clippings of advertising with 
each contestant entitled to not more 
than three entries. There are no re- 
strictions as to size of the advertise- 
ments to be submitted and all entries 
become the property of the National 
Shoe Fair. They will not be returned. 

Entrants in the window trim contest 
will be similarly divided into two classes 
but, in this contest, photographs, which 
must be eight by ten inches or larger, 
will be returned after they have been 
judged and put on display in the foyer 
of the Grand Ballroom of the Palmer 
House. As in the advertising contest, 
no entrant will be permitted more than 
three entries. 

There will be three prizes in each 
class in both contests: a first of $100; 
a second, of $75; and a third, of $50. 

Competent judges have been selected 
by the Joint Committee for both con- 
tests-and it is the hope of the eommittee 
members that all types of eligible stores 
will participate in one or the other of 
the two contests. In all cases, the 
awards will be made to an individual 
and not to a firm, and the decisions of 
the judges will be final. 

Entries in either contest should be 
mailed, the Joint Committee announces, 
to the National Shoe Fair, Room 953W, 
Palmer House, Chicago 90, Illinois, and 

[TURN TO PAGE 117, PLEASE] 





ANYBODY SEEN McNULTY? 


Bangor (Maine! Daily Commercial's 
columnist Sir Veyor reports in his chatty 
gossip department "On the Town," as 
follows: 

"A couple of days ago a young man 
burst into a Main street restauront, 
handed a thick magazine to a waitress 
standing near the cash register and sald, 
"Give this to Mac." 

“The waitress said, 'O.K.," thinking the 
girl at the register knew Mac. But the 
girl at the register thought the waitress 
knew Mac. 

“Now the restaurant has a 140-page 
magazine called The Boot and Shoe Re- 
corder, with the name McNalty pen- 
eciled across its face, but nobody knows 
MeNalty." 





Plans Completed 


CHicago—W. W. Stephenson, execu- 
tive vice-president of the National 
Shoe Manufacturers Association will 
be one of speakers at the annual 
convention of the National Shoe 
Travelers Association to be held in 
Chicago Oct. 27 and 28 at the Hotel 
Morrison. 

Norman N. Souther, secretary-trea- 
surer, announces that the main conven- 
tion will be preceded by a meeting of 
the board of governors, at 11 A.M., 
Thursday, Oct. 27. The board of gov- 
ernors is made up of all officers of 
member associations and this group 
will talk over business and proposais 
to be presented to the general member- 
ship. 

The convention will then convene for 
a general meeting at 3 P.M., Thursday 
and again at 9:30 A.M., Friday, and 
continue through the day. 

Speakers at the Friday afternoon 
session will be I. J. Harris, president 
of the Bureau of Salesman’s National 
Associations; Earl Sussman, the bu- 
reau’s legal counsel; Marshall Mantler, 
its managing director; and Mr. Stephen- 
sen. A report will be made on the con- 
vention of the Bureau held this Sum- 
mer in Dallas, which was attended by 
Harry W. Evans, president of the 
NSTA, and Mr. Souther. 

Officers for the 1950 term will be 
elected at the convention. The meeting 
is being held prior to the opening of 
the National Shoe Fair in order to give 
salesmen full time in their sample 
rooms during the fair. 





Navy Awards Shoe Contracts 


To Brockton Companies 


New York.—The Navy Purchasing 
Offive in this city recently awarded to 
The John Foote Shoe Company and the 
Doyle Shoe Company, both of Brock- 
ton, contracts to make 26,082 pairs of 
enlisted men’s black leather shoes. The 
former company is to make 14,082 
pairs; and the latter, the balance. John 
Foote prices were $4.92 and $5.05. 
Doyle prices were $4.745 and $4.77. 

The Endicott-Johnson Corporation 
has received an award from the Quar- 
termaster Purchasing Office covering 
the manufacture of 112,500 pairs of 
russet combat service boots at $5.685 
per pair. Originally the Army had 
asked for bids on 150,000 pairs. 
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No Deluge of British Shoes Expected Here 





Replacement Costs in England Will Prevent Sharp Cuts in Price as 
Result of Pound Devaluation—Domestic Leather Prices, Say 
Experts, May Remain Unaffected For Many Months 


New YorK.—The over-all effect of 
the devaluation of the British pound on 
the American shoe industry, partict- 
larly on the men’s end and certainly for 
some time to come, will be slight, ac- 
cording to trade economists in this city 
as well as in other parts of the country. 
It is pointed out by these experts (1) 
that there will be at the most a 25 per 
cent increase in exports of British 
men’s shoes to the American market 
which absorbed only $600,000 worth 
during the first six months of this year; 
(2) that the decrease in prices to be 
asked for these shoes cannot possibly 
be the 30.5 per cent by which the pound 
was devalued, since the devaluation of 
that unit has brought on inflation in 
Great Britain and elsewhere, and Brit- 
ish tanners, faced with rigid fixed 
charges, must pay more for their hides 
than heretofore; and (3) the chances 
are that hides will advance even farther 
in the British market and that replace- 
ment costs to the British manufacturer 
may well continue to advance. 


Tanners Behind in Deliveries 


The devaluation, it is true, opens the 
door to British shoes which can be re- 
tailed here for the time being only, at 
$10.95, but the problem of replacement 
costs, as noted above, may make this 
price temporary. 

The only certain thing about this eco- 
nomic episode is that prices of hides, 
an international commodity, are left 
uncertain, and hence the full effects of 
devaluation’s impact on the American 
shoe economy cannot be accurately 
gauged for some time to come. 

Commenting on this, the September 
20th issue of Council News, published 
by the Tanners’ Council of America, 
points out that “whether or not tan- 
ners’ costs will be tangibly affected is 
for the time being a highly theoretical 
question. There would certainly appear 
to be nothing in sight to iustify the 
assumption or expectation of imminent 
and sharp changes. Production costs 
remain unchanged; domestic raw ma- 
terial provides the great bulk of tan- 
ners’ supplies; what could happen to 
the small proportion of the supply 
which is imported might be of less con- 
sequence than the ordinary fluctuations 
in domestic markets. Months may 
elapse before there is any concrete in- 
dication of a new pattern of supply, 
demand and costs in foreign markets. 
At best this could bring only a negli- 
gible change ir the aggregate cost of 
making leather.” 

From Boot AND SHOE RECORDER’S 
Chicago correspondent comes the com- 
ment, “Tanners and hide men in the 
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Midwest are wondering what, if any- 
thing, will happen to the Argentinian 
currency. Many observers are of the 
opinion that devaluation of the peso, 
if and when, may bring Argentine hides 
in line with the U. S. market. There 
are varying opinions as to the degree 
it would affect domestic prices of hides 
and leathers, but most agree that, tem- 
porarily at least, the tendency proba- 
bly would be to lower rawstock quota- 
tions. That, however, is sheer specula- 
tion.” 

The current picture, he reports, is 
that October opens with tanners behind 
in deliveries of side leather in some in- 
stances, and this includes certain orders 
placed in the past, as well as those cur- 
rent; and sole leather quotations have 
been climbing, but cutters have been 
reluctant to follow this trend, prefer- 
ring to buy sparingly to meet immediate 
needs. Tightening of supplies is begin- 
ning to be felt in this segment of the 
leather market. 

Kips are in active demand, as are 
calf leathers, also, and some sales have 
been made at higher prices. Colored 
kids are being bought. 





Department Store Has 
New Juvenile Shoe Shop 


St. Paut, Minn.—A new children’s 
shoe shop has been opened here by the 
Emporium department store. It is one 
of a series of seven devoted to children’s 
needs in the newly remodeled second 
floor of the store. Each was designed 
to present merchandise in an appealing 
atmosphere. 

The shoe shop is located between the 
girls’ and boys’ shops to make it con- 
venient for adults shopping for a fam- 
ily. It is decorated with gay roller- 
coaster murals in canary yellow and 
gray. 

The shop features high grade na- 
tional brands from infants’ through 
teen-agers. Alfred Olson is manager- 
buyer. 





Opens Store Near Theater 


DeETrRoIT. — Susalla’s Shoes, a new 
family shoe store, has been opened at 
16921 West Warren Avenue by Theo- 
dore J. and Wanda E. Susalla. While 
new to the shoe field, they have been 
active in the past in other retail 
lines. Susalla’s is the first shoe store 
to be located in a projected new shop- 
ping center located around the Warren 
Theatre, one of the West Side’s largest 
rew theaters. 








Dates to Remember 


Shoe Manufacturers’ Spring Opening, 
Management Eug A. Richardson 
Associates, Hotel New Yorker, New 
York. Week of Oct. 16, 

39th Annual Convention, National Shoe 
Travelers Association, Morrison Hotel, 
Chicago. Oct. 27, 28, 

Netional Shoe Fair, Chicago, Ill. 

October 31, November |, 2, 3, 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 

Nov. 5, 6 7, 8 9%, 

Spring Shoe Show, Southeastern Shoe 
Travelers’ Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 5, 6, 7, 8, 9, 

Shoe Show and Shoe Clinic, Northwest 
Shoe Travelers, Inc., St. Paul Hotel, 
St. Paul, Minn. Nov. 5, 6, 7, 8, 

Fashion Shoe Show, Manufacturers 
Board of Trade of New York, Hotel 
McAlpin, New York. Week of Nov. 6, 

Michigan Annual Shoe Show, Michigan 
Shoe Retailers Association and Mich- 
igan Shoe Travelers’ Club, Hotel Stat- 
ler, Detroit, Mich. Nov. 6, 7, 8, 

Spring Shoe Show, Central States Shoe 
Travelers, Hotels Muehlebach and 
Phillips, Kansas City, Mo. 

Nov..6, 7, 8, 1949 

Spring Shoe Convention, Mid-Continent 
Shoe Travelers Association, Biltmore 
Hotel, Oklahoma City, Okla. 

Nov. 6, 7, 8, 1949 

Spring Shoe Show, Middle Atlantic Shoe - 
Travelers’ Association and Middle At- 





1949 


1949 


lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadelphia. 
Nov. 12, 13, 14, 15, 16, 1949 


Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Texas. 

Nov. 13, 14, 15, 16, 

Shoe Show, West Coast Shoe Travelers’ 
Associates, Hotel Alexandria, Los An- 
geles, Cal. Nov. 13, 14, 15, 16, 

Shoe Show, Tri-State Shoe Travelers’ 
Association, Hotel Statler, Buffalo, 
N. Y. Nov. 13, 14, 

Spring Shoe Show, Midwestern National 
Shoe Travelers Association, Hotel Pax- 
ton, Omaha, Neb. 

Nov. 19, 20, 21, 22, 

Annual Columbus Shoe Show, Ohio Shoe 
Travelers Club, Deshler Wallick Hotel, 
Columbus, O. Nov. 20, 21, 22, 

Spring Shoe Fair, Pacific Northwest Shoe 
Travelers, Portland and Benson Hotels, 
Portland, Ore. Nov. 20, 21, 22, 

Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. Nov. 27, 28, 29, 

Popular Price Shoe Show of America, 
Hotels New Yorker and McAlpin, New 
York. Nov. 27, 28, 29, 30, Dec. 1. 

Shoe Show, Shoe Travelers Association of 
Chicago, Hote! Morrison, Chicago. 

Nov. 29, 30, Dec. |, 1949 

Grard Rapids Shoe Show, Michigan 
Shoe Travelers’ Club, Pantlind ond 
Morton Hotels, Grand Rapids, Mich. 

Nov. 30, Dec. |, 2, 

Spring Shoe Show, Indiana Shoe Travel- 
ers Association, Hotel Severin, In- 
dianapolis. Dec. 4, 5, 6, 

Market Week, Ak-Sar-Ben Men's Ap- 
parel Club, Inc., Omaha, Neb. 

Jan. 21, 22, 23, 24, 

Spring Shoe Show, West Coast Shoe 
Travelers’ Associates, Hotels St. Fran- 
cis, Sir Francis Drake and Plaza, San 
Francisco. May 21, 22, 23, 24 


1949 


1949 


1949 


1949 


1949 
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BE INDEPENDENT FOR THE REST OF YOUR LIFE!!! 


THIS BIG PROFIT-PAYING 
SHOP CAN BE YOURS! 


D? Schol/ 





GARY INDIANA SHOP—Owned and Operated by Bert Hewitt 


If you are ambitious, it is only natural for you to want to be 
the successful owner of a business of your own . . . to be one 
of the leaders among the merchants of your city. If that is 
your aim, here is one of the greatest opportunities in Amer- 
ica today for realizing it—opening a DR. SCHOLL FOOT 
COMFORT® SHOP. A basic knowledge of the retail shoe 
business and as little as $7,500.00 capital are the two essen- 
tials to bring about the realization of your ambition. 


Unlike any other retail business, you will have the only 
Shop of its kind in your community devoted exclusively to 
Foot Care. And you will be trading on the biggest, most 


* widely advertised name in Foot Relief in the world ... a 


business that is world-wide in scope. You will have vir- 
tually 90% of the people in your trading area as prospects 
for Dr. Scholl’s Foot Comfort® Remedies, Appliances, Arch 
Supports and Shoes. You will enjoy a good margin of profit 
and a rapid turn-over on DR. SCHOLL’S. 

You will be associated with an organization that supplies 
you with every help you need to insure your immediate 
success ... help in selecting the location of your Shop... 
in laying it out, furnishing, decorating and stocking it .. . 
preparing all your newspaper and direct mail advertising, 
and window material . . . training you and your staff .. . 
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The ONLY One Of Its Kind In 
Your City... 


One That Immediately Starts 
Doing A Thriving Business! 


The World’s Biggest, Most Famous 
Voluntary Chain Store Organization 
Of Its Kind Offers You This Great 


Opportunity! 


Illustrated Is One Of The 76 
Coast-to-Coast Stores Now Operating 


giving you expert operating, accounting and management 
counsel, etc., etc. 

The foundation for your success has already been laid in 
your community in the form of the existing huge market 
for Dr. Scholl’s and the public’s ready and unquestioned 
acceptance of anything for the feet bearing the name of 
this internationally famous authority on the feet. 

How profitable DR. SCHOLL’S FOOT COMFORT 
SHOPS are is demonstrated by the 76 already in opera- 
tion from Coast to Coast. Whether the town has a popula- 
tion of 20,000 or over a million, our experts can approximate 
what its potentialities for a DR. SCHOLL FOOT COM- 
FORT SHOP are and how much in rental and other ex- 
penses can safely be assumed. The amount of capital 
required depends, of course, on the size of the Shop and 
the city or town selected. We solicit inquiries for further 
details from honest, ambitious men of good character. 
Choice, valuable locations for DR. SCHOLL FOOT COM- 
FORT SHOPS are still available. Lose no time in writing 


for details. 
SHOP EXTENSION DIVISION NO. 18 


THE SCHOLL MFG. CO., INC. 
213 West Schiller Street, Chicago 10, Illinois 
62 West 14th Street, New York 11, N. Y. 
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ATTENTION SOUTHEASTERN SHOE RETAILERS—COME TO AUGUSTA. Why ge else- 
where when you can fulfill your needs at “YOUR OWN HOME SHOE AND ACCESSORY 
MARKET’? Fer Retailers hotel reservation write MRS. W. F. NORTON, C/O SHERATON 
BON AIR HOTEL, AUGUSTA, GEORGIA. 


ATTENTION SOUTHEASTERN SALESMEN, if interested in membership, write E. M. 
COUSINS, EXECUTIVE SECRETARY, TUTWILER HOTEL, BIRMINGHAM, ALABAMA. 
SOUTHEASTERN SHOE TRAVELERS, INC. 
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Before and After—A Study in Store Remodeling 








letail is the wall paper. The chairs are natural maple, with gray and 


reen upholstery. In the rear is “The Bostonian Shop" 
men, finished in knotty pine with the chairs in pickled 
pine with tan upholstery. The wrapping counter is at the 


voted to women's shoes. rear. C. L. Embree of Philadelphia was the architect and 
ve done in figured Robert Rehrer of Norristown was the contractor. 





schi Plan vous in Chicago, with a special Michi- Detroit and Michigan shoe men are 
ew a ; spe oe Fat gan Night for all their friends in the also planning to travel to Chicago in 
ration at Shoe Fair industry on Monday, October 31. Plans a body, with two special cars reserved, 
Detrort—Michigan shoe men are are now being made under the diree- to leave here on Sunday morning, Oc- 
planning to make the National Shoe tion of Sam Plotler, president of the tober 31. In addition, a number of 
Fair the occasion of a major rendez- Detroit Shoe Retailers Association. shoe men plan to motor to the fair. 
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Shorter Skirts; 


Dressier Shoes 


New YorK.—A feature of the Ad- 
vance Spring Opening of the Guild of 
Better Shoe Manufacturers during 
which members displayed in their sam- 
ple rooms, was the confidence shown by 
buyers. 

Because the Leather Show attracted 
large numbers of retail buyers to New 
York, many members elected to open a 
week earlier than they had originally 
planned, and the attendance at show- 
rooms was good. The second week saw 
moderate activity, with considerable 
shopping and sampling. 

A great deal of interest was shown 
in dressy shoes, according to one guild 
official, who claimed that this was due 
primarily to the return of the short 
skirt. “American women didn’t want 
the long skirt,” he said, “and now that 
short skirts are coming back, they are 
showing a renewed interest in shoes.” 

Buyers seemed to have a better grasp 
of the style picture, and showed more 
confidence and optimism than they had 
six months ago. One manufacturer re- 
ported, pointing out however, that he 
might well be an exception, that buy- 
ers at his office were buying 60 per 
cent of their quotas, and in some cases, 
in excess of their quotas. But all manu- 
fucturers reported that buyers were op- 
timistic. They were looking for new 
promotional items and were definitely 
interested in the shoes being shown. 

Several manufacturers reported that 
buyers wanted shoes as fast as they 
could get them. Quite a few size-ups 
and re-orders were booked on earlier 
styles. 

Commenting on the buyers’ attitudes, 
another guild official said, “Buyers, for 
the most part, have gotten rid of fringe 
sources, and are now concentrating on 
single sources. And a greater selectiv- 
ity on the part of the buyers reflects the 
selectivity of the consumer.” 

Brown calfskin and reptiles received 
attention. It was pointed out that rep- 
tiles are entering a price picture now, 
and that retailers are advertising $30 
reptiles for $20, and are plugging the 
fact that reptiles are not necessarily a 
luxury shoe today. Navy blue was men- 
tioned again as a good Spring color. 


Children’s Day to Be 
Observed for First Time 


New Yorx.—Children’s Day, a com- 
panion to Mother’s Day (in May) and 
Father’s Day (in June), will be ob- 
served throughout the nation for the 
first time this year. Sunday, October 
16, is the date for 1949 and thereafter 
it will be observed annually on the 
third Sunday of October. A Children’s 
Day National Council has been organ- 
ized to sponsor and promote the day. 
Its chairman is George J. Hecht, pub- 
lisher of Parent’s Magazine and chair- 
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1111—Black suede. 
Lark last, 17/8 heel, 
AAAA to C to 10. 1660. 
1113—Same in black calf. 1640. 


IN STOCK ocroBeR 10TH! 


NATIONALLY ADVERTISED is Vogue, Ladies’ Home Journal, 
Good Housekeeping, and Cosmopolitan. 







1066—Black calf. 
Trotter last, 14/8 heel, 
AAAA to C to ‘0. 1640. 
1067—Same in brown calf. 1640. 

















1106—Black calf. 
White stitched ex- 
tension sole. Diana last, 
17/8 heel. AAAA to C to 10. 1660 
1107—Same in brown calf. 1660. 









ROSANA 







1172—Black suede. 
Dot last, 18/8 heel, 
AAAA fo C to 10. 1660. > 
1103—Same in black calf. 1440. 





| “Makers of ROS 2 for 
| Women’s Fine Footwear : AK ? Write 
exclusively A tpi pe nilerf Complete 
since 1872” FOOT REST In-Stock 
New York Showroom: : SHOES 
MARBRIDGE BUILDING Folder 





ER lELEx!® L é 
THE KRIPPENDORF-DITTMANN CO. . 





CINCINNATI 2, OHIO 











man of The American Parents Commit- 
tee, Inc., a non-profit association work- 
ing for the welfare of the nation’s chil- 
dren. 

The two objectives of Children’s Day, 
according to Mr. Hecht are: (1) To 
provide an appropriate opportunity for 
parents and those others who love chil- 
dren to evidence their love in tangible 
ways; and (2) to provide a fitting occa- 
sion for churches, schools, and civic and 
community gatherings to call attention 
to the basic educational, health, recrea- 
tional and welfare needs of children and 
to ——— better ways of meeting these 
n \ 


Tanner Opens New Division 


CINCINNATI, O.—Howes Leather Co., 
Inc., who recently acquired the Chrome 
Retan Division and leased the chrome 
tannery of American Oak Leather Co., 
have resumed production of chrome 
retan sole and mechanical leathers, full 
grain lining bellies and specialty leath- 
ers formerly produced by American 
Oak. Production is supervised by G. H. 
Kennings, for ten years chrome tanner 
for American Oak. 

The new division is known as Ameri- 
can Oak Chrome Retan Division of 
Howes Leather Co. 
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and bands. 
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(~)' OLT-CROMWELL | 





BOs TOR ie, 


~MAJORETTE~ 
BOOTS 


IN STOCK , 


COLT-CROMWELL now has , 
for immediate delivery : 
Majorette Boots. This popu- ; 
lar number is much in de- 
mand by school drill teams 
#B6700 white ; 
elk, unlined, with white tassel. 


Sizes: C width only, 4 to 9 
Price: $4.80 
Net F.0.B. Boston 


Write today 


for our new 


GOLDEN ANNIVERSARY 
CATALOG 


SASS ACR USET TS 








~~ r 


5676-12TH STREET 


THIS COIN OPERATED 
AUTOMATIC 


BUILDS PROFITS AND GOOD WILL 
WRITE TODAY 
FALCON COMPANY 


FOR INFORMATION: 


SHOE SHINER 








DETROIT 8, MICH. 











NSTA Issues Model Employment Contract 





Seeks to Help Both Manufacturer and Salesman by Removing Major 
Areas of Misunderstanding 


CHICAGO.—Both employers and sales- 
men in the shoe industry will benefit by 
using the model employment contract 
just issued by the National Shoe Trav- 
elers’ Association, Inc., according to 
Norman N. Souther, of Chicago, secre- 
tary-treasurer of that organization, 
who termed the new document “a sub- 
stantial contribution to improved em- 
ployer-employee relations.” 

“The provisions of this model con- 
tract,” Mr. Souther explained, “include 
a number of points on which written 
agreement would remove the major 
areas of misunderstanding between 
shoe salesmen and the companies they 
represent. These embrace the terms of 
compensation, and drawing accounts; a 
definite delineation of the territory; 
protection for the salesman on orders 
placed by mail or at the company’s 
home office, or otherwise; a limitation 
ef commission payments to those on 
goods actually shipped and accepted; 
bonus arrangements, if any; the sales- 
man’s liability for samples, and the 
company’s responsibility for insuring 
and transporting samples.” 

Another significant provision puts in 
writing the company’s agreement to 
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furnish the salesman with copies of all 
invoices covering goods shipped into his 
territory, plus a statement by a specified 
date covering the amount of sales 
and commissions for the previous 
month. This is supplemented with a 
further provision protecting the sales- 
man on commissions on all orders 
shipped into his territory prior to ter- 
mination of the contract. 

“There is also a provision covering 
the use of the salesman’s own car, em- 
bracing such points as insurance, re- 
pairs, maintenance, license fees, and the 
like,” Mr. Souther pointed out. 

Mr. Souther also emphasized the 
clarification of the salesman’s social se- 
curity status embodied in the model 
contract, and which, he said, should be 
part of every agreement. This provi- 
sion reads: “The company agrees that 
for the purpose of the Federal Contri- 
butions Act and the applicable State 
Social Security and Unemployment 
Compensation Acts, the salesman shall 
be considered an employee and covered 
under said acts.” 

“We realize,” Mr. Souther concluded, 
“that the model contract provisions 
will not be applicable in all cases, but 


the most important single feature is 
to have an agreement in writing, using 
as many of these points as possible.” 

The National Shoe Travelers’ Asso- 
ciation, Inc., is a member of the Bureau 
of Salesmen’s National Associations, 
which with the other groups in the 
bureau —the National Association of 
Men’s Apparel Clubs and the National 
Association of Women’s and Children’s 
Apparel Salesmen—is working for bet- 
ter employer-employee relations in the 
sales field. 


—————_ 


New England Production 


Up 4 Per Cent in June 


Boston.—The New England shoe 
states, Massachusetts, Maine and New 
Hampshire, produced during June 11,- 
708,000 pairs, an increase of 4 per cent 
over June, 1948, according to an analy- 
sis prepared by the New England Shoe 
and Leather Association based on a re- 
port issued by the U. S. Bureau of the 
Census. 

The New England shoe states regis- 
tered the following increases in output 
in this period: Massachusetts 1.5 per 
cent, New Hampshire, 5.5 per cent, and 
Maine, 12 per cent. The value of shoe 
shipments from New England during 
June totaled 36,781,000, with a per pair 
average value of $3.29. For the first 
half of 1949, New England shoe produc- 
tion totaled 73,584,000 pairs. 
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Sleeping Cowboy Makes Good Window Trim | 





Senta Paula, Calif.—Everyone tried to get into the act recently when Santa 


Paula staged its annual “Fiesta Ranchero” and, for two 


days, revived the life of 


the past. A successful bidder for attention was this window in Kaplan's Bootery. 
at 949 Main Street, trimmed by Richard Colling. Complete with the wheel of a 
covered wagon, bedding straw, cowboy boots and modern dress shoes for men, 
Mr. Colling as an afterthought added the effigy of a sleeping cowboy. 





Plans Completed for 
Southeastern Show 


ATLANTA, Ga.—Preparations are now 
being completed for what looks like 
the largest show ever held by the 
Southeastern Shoe Travelers. Augusta, 
Georgia, has again been chosen and 
the dates are November 6, 7, 8 and 9, 
which immediately follows the National 
Shoe Fair in Chicago. 

According to L. A. (Bud) Gerland, 
of Atlanta, president of this organiza- 
tion, there are more reservations from 
both manufacturers and retail shoe 
dealers than have ever been received 
for previous shows. “This is our four- 
teenth semi-annual show and there will 
be approximately 400 lines on display,” 
said Mr. Gerland. “We are proud of 
the place we now occupy in our com- 
Plete service to the Southeastern shoe 
trade and we anticipate breaking the 
more than 2,200 attendance record at 
our last May show.” 

“We want to emphasize,” said E. M. 
Cousins, executive secretary, “that re- 
gardless of the number who attend, the 
Augusta Chamber of Commerce and the 
citizens of that city assure us there 
will be first-class accommodations for 
all. Our Hotel Reservation committee, 
in cooperation with the Convention Bu- 
reau of Augusta, has worked out com- 
plete plans for the accommodation of 
all comers. However, we would like to 
have all requests for reservations in as 
soon as possible. 

“The main feature insofar as the 
members and manufacturers are con- 
cerned will be the general membership 
banquet and meeting on the evening of 
November 5. There will be election of 
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officers and members of the board of di- 
rectors and appointment of committees 
to serve through 1950. Another feature 
will be the now famous smorgasboard 
luncheons served to members and retail 
shoe dealers each day during this semi- 
annual event. Announcement of all 
these details has now been mailed to the 
members and shoe and accessory retail- 
ers, and this will be followed by a com- 
plete buyers’ guide giving final details 
and listings of all lines showing about 
two weeks prior to the opening date. 
We hope to again draw attendance from 
the entire eleven Southeastern states.” 





Empire State Shoe Show 
Postponed Until January 


SyRacusE, N. Y.—Because the Popu- 
lar Price Shoe Show of America opens 
in New York City on November 27, the 
Empire State Footwear Association, a 
regional organization, has decided not 
to attempt to hold until some time in 
January, the shoe show originally 
scheduled to open on the same date as 
the PPSSA. The January dates will be 
announced soon. In making this an- 
nouncement, Kenneth T. Beach, secre- 
tary of the Empire State association, 
said recently: 

“We believe that two shows cannot 


be held simultaneously and be success- |. 


ful. We do not want to put on our 
show unless we have every chance of 
it being a success. We want to reassure 
salesmen and the retail trade that the 
association and its activities will be con- 
tinued; and we are immediately making 


plans for our show to be held in Janu- 


ary. 





CUT 
SUNBURN 


from your display costs 








wih Inffca - Cham 


TRANSPARENT SHADES 


Never again need you take big losses 
on sun-damaged display merchan- 
dise...nor bother with awnings that 
can’t protect against light, 
or canvas strips that hide your best 
advertising. Just install famous Infra- 
Chem Transparent Shades! This ex- 
clusive “miracle material’ shuts out 
fading ultra-violet rays, yet keeps 
your windows attractively visible all 
day. Many other advantages, too! * 
See why over 75,000 merchants now 
cut costs and boost sales the Infra- 
Chem way. Write for facts—TODAY! 


MAIL COUPON .TODAY 


for free hitaCaem data 





YES—Rush me new brochure, samples of 
lnfra-Chem, and estimate dota. All 
without charge. 











TS-254 (496) 
esueeacacmaesasansanud 


RANSPARENT SHADE CO. 
501 N. Figueroa St., Dept. 1616-H 
les Angeles 12, California 
*CAUTION: Infra-Chem is ovr secret, 
exclusive process. Beware imitations! 
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SPRING SHOE SHOW— NOVEMBER 13-16 


“THE DALLAS SHOW” 


The Most Comprehensive Exhibition of 
Representative Manufacturers’ Lines 
of all Regional Shows 


ADOLPHUS, BAKER AND SOUTHLAND HOTELS 


SOUTHWESTERN SHOE TRAVELERS ASSOCIATION 


FIDELITY BUILDING DALLAS, TEXAS 


N.B. “Dead Line" for advertising copy" in Buyers Guide, Nov. 1. 











Home Atmosphere in Window Shoe Display 





Dallas, Tex.—High-style shoes come fo life in a window such as this, plonned 
and executed by display executives of the Neiman-Marcus store here. The model is 
posed in a natural, relaxed position and the elegance of the shoes is enhanced by 
the elegance of the furniture. Draperies add a finishing touch. Photograph in win- 
dow is that of David E. Evins, New York shoe designer and recent recipient of a 
Neiman-Marcus award for distinguished service in the field of fashion. 





Fill-In Business Good 


CuicaGo—Fill-in and size-up orders 
marked buying activity at the shoe 
show of the Shoe Travelers of Chicago 
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held Sept. 13 through 15 at the Mor- 
rison Hotel, here. 

Representatives of children’s houses 
and some of the better men’s lines re- 
ported good orders, with business run- 


ning on about a par with a year ago. 
In the women’s end, most of the busi- 
ness consisted of fill-ins on dark suedes 
and calfs. Most of these were concen- 
trated on black, a few browns, and a 
very small number of blues. The lat- 
ter color had started out strong early 
in the Fall, but the demand has de- 
creased, it was reported. Some of the 
make-up houses also reported a normal 
business for this season, with a strong 
demand for low heel shoes. 

The next show will be held by this 
organization Nov. 29 and 30 and Dec. 1. 





On Shoe Buying Staff of 
Department Store 


ROCHESTER, N. Y.— Chauncey Kiah 
has been named buyer for Sibley, Lind- 
say and Curr Company’s women’s shoes, 
junior shoes and budget shoes. 

Prior to this appointment, he was 
buyer of women’s shoes, for a year and 
a half, at Chappell’s department store 
in Syracuse, N. Y. Before that time, 
he was associated with Nisley’s and the 
Park-Brannock shoe stores, also in that 
city. He is president of the Empire 
State Footwear Association. 

A native of Ogdensburg, N. Y., he 
attended Notre Dame University, where 
he was prominent in athletics, playing 
football, basketball and baseball. Mr. 
Kiah is married and the father of an 
eight-year-old son. 
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MID-ATLANTIC SHOE SHOW 


Sponsored by MIDDLE ATLANTIC SHOE TRAVELERS" ASSOC. 
and MIDDLE ATLANTIC SHOE RETAILERS’ ASSOCIATION 


NOVEMBER 12th to 16th, 1949 


The Benjamin Franklin Hotel 
Philadelphia, Pa. 


MANUFACTURERS —WHOLESALERS 
TRAVELERS 


here is a good place to 


“SHOW—TELL—SELL at the timed- 
right MID-ATLANTIC SHOE SHOW." 


This is your opportunity to contact a large number 
of the FOREMOST SHOE RETAILERS AND 
BUYERS from the Middle Atlantic States—the 
area where one-third of all the shoes are sold at 
retail in the U. S. A. 

The Co-o * Fees are based on size and lo- 
cation of rooms. Fees—Small Room $15-$25; 


Medium $25-$50; Large $75. 




















M. K. Weil sells quality far below reg- 
ular wholesale price. Here are over 
1000 styles of nationally known branded 
shoes from which to choose. Let Weil 
know your needs. While in town see 
Weil . . . “quality shoes since '32.” 

Weil buys quality shoes in 

any quantity at any time. 








M. K. WEIL SHOE 


1215 Washington Ave. «+ St. Lou 








For reservation—WRITE, WIRE or PHONE 


CAL J. MENSCH, Manager 
2 Kendal Avenue, Pittsburgh 2, Pa. 


Phone Rosewood !-9872 











Shoe Men Show Interest 
In Junior Achievement 


New YorK—A number of shoe manu- 

facturing concerns and retail organiza- 
tions in various cities have expressed 
an interest in the movement known as 
Junicr Achievement, Inc., as the result 
of an address which Dan O’Keefe, edi- 
tor of the movement’s official maga- 
zine, Achievement, gave at the style 
meeting sponsored by the National 
Shoe Retailers Association in New 
York Sept. 8. A number of them are 
giving favorable consideration to the 
sponsorship of Junior Achievement 
groups. 
_ “The idea is simple,” said Mr. O’Keefe 
in describing the actual operation of 
Junior Achievement. “Teach  teen- 
agers about business by making them 
into business men. Teach them what 
capital is by letting them raise it and 
put it to work. And so groups of boys 
and girls are organized into miniature 
corporations of about 15 members each. 
The little companies meet one night a 
week for two hours and do not inter- 
fere in any way with high school ac- 
tivities, 

“Each little group is sponsored by 
an adult business firm. For example, 
Johns Manville sponsors about 30 such 
companies throughout the country. 
General Electric sponsors another 18 
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groups or so. The sole duty of a spon- 
soring firm is to provide the teen-agers 
with a team of three advisers from 
among the personnel. Each one of 
these J. A. corporations has an adviser 
in-sales, an adviser in bookkeeping and 
an adviser in production—men and 
women of wide business experience who 
meet with the youngsters at their 
weekly sessions and ‘help them help 
themselves.’ ” 

As a result of these activities, Mr. 
O'Keefe explained, the boys and girls 
of high school age acquire useful, prac- 
tical experience in the organization and 
operation of business. Also, he pointed 
out, “Junior Achievement can do much 
to counteract the confusion and the 
misunderstandings and lies which are 
going around about our _ business 
system.” 





Buying Surprisingly Good 
At Detroit Shoe Show 


DeEtTrRoIT.—Business at the September 
shoe show sponsored by the Michigan 
Shoe Travelers Club at the Hotel Stat- 
ler was surprisingly brisk, starting off 
with a rush on the first day which 
found many travelers actually unpre- 
pared. In some instances there were 
retailers waiting for a chance to buy, 
while several travelers ran short of 
order books. 


Actual volume of sales was good but 
not “colossal,” since retailers were 
generally placing fill-in orders, round- 
{ng out spots in existing inventories, 
rather than placing major new orders. 
For this reason, a large number of 
lines were active, and orders were well 
spread around, instead of being con- 
fined to a few types or firms. Actual 
volume was generally heavier than 
either the July show, the last preceding 
one, or the show a year ago. 

Sports shoes went well. Children’s 
lines and novelty shoes were also good 
sellers. Outstanding business was done 
in slippers for the Christmas trade. 

A general mood of optimism pre- 
vailed, with retailers signing orders, in 
contrast to the good crowd that was 
“just looking” two months earlier. 

Style trends were not clear in most 
departments at this show, because of 
the widely diversified purchasing pat- 
tern. In general, buying appeared to 
confirm the earlier trends—notably the 
leadership of black suedes. In sports 
shoes, loafer types predominated, a new 
accent being the popularity of the new 
Western buckles. Crepe soles were also 
noted as coming up strong. 

The September show was the last be- 
fcre the Michigan Annual Shoe Fair, 
to be held November 6-7-8. Reserva- 
tions are coming in exceptionally well 
tor this major event of the year, ac- 
cording to committee heads. 








THANK YOU 
MERCHANTS U.S.A. 
Hi! Jackson: 

Some playshoe season—profits and happy customers. 
Would like to have sent you some of Bing-Cooper, Inc., 
Altoona, Pa., “Play-Rounder” Casuals you requested but 
needed all I had. Believe me 1 won't be caught short 


again. How about meeting me with the boys in Suite 
735-A and 736-A Stevens Hotel, Oct. 31st-Nov. 3rd 





GENU PLATFO Buying Order Pads—Form #107, per pad................ $ .40 
oe Comm on . (100 ry ty Ml Nae Gup.) 5 pads......scceee = 

Sizes ad : nventory Sheets—Form #106, per pad..........+-+-- d 
$ an: No. 7933—All pink satin (100 aheets to pad) $ pads $2.00; 10 pads ieee caida v0 
1966— aqua ; Sales Record Slips Form “ 100 to Ber PObiscccces & 
1.6 _ -_ — Refund Record Slips Form “E” 85 to pad, per pad.........- 25 
Medium width No. 7946—Aqua and royal blue satin Customer File Cards Form “F’ 3”x5”, 100 cards.........- .75 
Profit Charts—accurate guide to selling prices............- 50 


Sizes 12%-3 


$1.80 


Tobin-Hamilton Shoe Co., 1 








A new slipper by Tobin-Hamilton 
SHIRRED LASTEX SATIN GORING — PANOLENE SOLES 


No. 7948—Royal blue and red satin 
TWO WEEKS DELIVERY 





BUD BING 


to see the unusual as usual? 


ALSO at New York, Nov. 27th-Dec. Ist. 
attending both shows— 


Regards, SAM. 


G. O. LEVY N. SACHS 














xth, St. Louis, Mo 





HANDY FORMS 


For Efficient Store Operation 


Shoes and Carton Price Stickers—Postage stamp size: 1452 
to a book: $2.00; 2 bks $3.50; 4, $6.00. 


SAMPLES ON REQUEST 


MERCHANT'S SERVICE DEPT. 


209 S. STATE STREET 


(Carried in Stock) 


CHICAGO 4, ILLINOIS 











Gold in 1849; C. H. Baker in 1899 





Big Los Angeles Store, with Fourteen Branches, Celebrates Fiftieth 
Anniversary and Ties in with Gold Rush Centennial 


Los ANGELES—Fifty years ago, C. H. 
Baker opened a family shoe store at 
289 South Spring Street, just south of 
the Los Angeles Plaza; and the firm, 
grown to fourteen branches throughout 
California but still in the hands of the 
Baker family, recently celebrated its 
golden anniversary. 

Proudest celebrant was its vice-pres- 
ident, Roy Baker, who as a schoolboy 
worked afternoons and Saturdays in 
his brother’s little shop. 

Recounting events of yester-year, Mr. 
Baker recalled how he and his brother 
would ride their horses from home, 
pasture them at what is now the Los 
Angeles garment manufacturing cen- 
ter, and take the Main Street horsecar, 
the city’s only public transportation, 
to work. 

The Plaza, a center of Mexican life 
and a major tourist sightseeing spot, 
was then the main business section. 
Nearby Spring Street, where the first 
Baker store was located, was a dirt 
road and deliveries to Los Angeles’ 
present commercial section were made 
by horseback through open fields. 

The H. C. Baker chain now embraces 
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eleven major units: two each in San 
Francisco and downtown Los Angeles, 
others in Oakland, Pasadena, Long 
Beach, Hollywood, Beverly Hills, Glen- 
dale, and the Miracle Mile section of 
Leos Angeles. In addition, the firm 
operates leased departments in Ingle- 
wood, Salinas, and southwest Los 
Angeles. Since the death of the founder 
in 1938, the president has been his son, 
John Baker. 

Capitalizing on its feshion leadership 
in a medium price range with the slo- 
gan, “Too Smart for Words,” the Baker 
chain carries both shoes and accessories. 
The fiftieth milestone was marked by 
a month-long sale featuring special 
purchases from leading American 
manufacturers. 

Taking its cue from the celebration 
this year of California’s Gold Rush 
centennial, Baker’s advertised the event 
with the theme: “You Strike It Rich.” 
A “bonanza of golden values” was an- 
nounced with a gold-sealed mailing 
piece that went to 100,000 customers 
in the Los Angeles and San Francisco 
areas. Full-page ads ran in all metro- 
politan newspapers. To assure con- 


tinued shopper interest, Baker’s gave 
the campaign “shots in the arm” 
throughout the month with additional 
advertising. Post-Labor Day sales were 
sought by means of full-page advertise- 
ments plus the use of seventy-five bill- 
boards. 

One new twist that C. H. Baker 
didn’t dream of when he opened his 
little shoe store, was added: Evers- 
White, the firm’s advertising agency, 
prepared one-minute films for television. 





St. Louis Group to Show 
8,000 Styles at Shoe Fair 


St. Lovuis—More than 8000 styles 
and more than 3000 basic patterns will 
be exhibited at the National Shoe Fair 
in Chicago by St. Louis shoe manufac- 
turers, according to Arthur Gale, sec- 
retary-manager of the St. Louis Shoe 
Manufacturers’ Association. 

St. Louis manufacturers have re- 
served 179 rooms at the Hotel Stevens, 
Mr. Gale said, as well as seven rooms 
at the Palmer House and the Penthouse 
and Roosevelt Room at the Morrison. 





Chain Opens Another Store 


Fort WAYNE, IND. — Neisner’s re- _ 
cently opened an enlarged and remod- 
eled store at 706 South Calhoun Street. 
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Here's your TWO MONTHS to TWO YEA“ line! 
HAND-LASTED 


MOCCASINS 


designed by Nature to 
encourage the normal 
growth of babies’ feet. 
When you stock the Buntees 
Walker and Hiker in your infants’ 
shoe department, you cover the im- 
portant 2 months to 2 years size 
group. You'll find Buntees nation- 
ally advertised in Parents’ maga- 
zine. Further information may be 
obtained from 


R. J. POTVIN SHOE CO. 


Campello Station 
BROCKTON 26, MASSACHUSETTS 






WALKER —Stock 
No. 50—with spri 


a a a red, 
and w 4 


Potents pending 





Licensed under 

















Heavy Early Reservations 
For Popular Price Shew 


New York—Response to mailing of 
official application blanks for exhibit 
space at the next Popular Price Shoe 
Show of America has broken records 
for all previous shows, it has been made 
known by Edward Atkins and Maxwell 
Field, co-managers. More than 300 shoe 
manufacturers, plus those of related 
lines and accessories requested display 
rooms and booths in the first week fol- 
lowing this mailing, the co-managers 
stated. 

Under the joint sponsorship of the 
National Association of Shoe Chain 
Stores and the New England Shoe and 
Leather Association, the show will be 
held November 27-December 1 at Hotels 
New Yorker and McAlpin, New York. 
It is expected that more than 800 rooms 
and booths will be used for the showing 
of Spring lines. 

Appointment of Miss Sylvie Hamil- 
ton as fashion director of the PPSSA 
has also been announced. Miss Hamil- 
ton will plan and present a fashion 
merchandising show employing models 
on a runway to crystallize important 
Spring shoe fashion trends. Strong em- 
phasis will be placed on fashion mer- 
chandising ideas designed to stimulate 
extra sales in popular price footwear 
next Spring. Admission to the event, 
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which is scheduled for Monday morn- 
ing, November 28th, is without charge. 


Attendance of more than 1000 retailers, 


buyers and manufacturers is expected. 





ig ad 


"Bh | Some 
SYLVIE HAMILTON 





Attendance of more than 5,000 shoe 
buyers and retailers was recorded at 
last May’s PPSSA where buying was 
the heaviest of any recent shoe market 
week. 

In the opinion of the Joint Industry 
Committee sponsoring the PPSSA, 
which met recently, the November show 
will establish new records for atten- 
dance and buying. 


Mark Edison, vice-president of Edi- 
son Bros. Stores, Inc., and Frank S. 
Shapiro, treasurer of the Consolidated 
National Shoe Corporation, are co- 
chairmen of the show committee. 





Will Talk on Future of 
Shoe Industry 
[CONTINUED FROM PAGE 107] 


marked for the attention either of the 
Newspaper Advertising Judges, or Win- 
dow Display Judges, as the case may 
be. Entries in either contest, it is 
strongly stressed, should be clearly 
marked with the individual’s name, 
name of store, city or town address, and 
population of the community where the 
store is located. 





Children’s Store to Add Shoes 


CLARKSVILLE, TENN.—The Tots-Teen 
Shop at 108 Franklin Street, here, is 
being remodeled to accommodate a com- 
plete boys’ department and a children’s 
shoe department. The new departments 
will be under the direction of Otys 
Evans who for the last 18 years~has 
been associated with the local Mont- 
gomery-Ward Company store here. Mr. 
Evans, his wife and Dave Lee are the 
cwners of the shop. 
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ORTHOPEDIC SLIPPERS 


~~ 








Genuine Kid Leather 
ORTHOPEDIC SLIPPER 


ARCH CONTOURED INNERSOLE 





Write for Catalog and Sample 
DARLING SHOE CO. 








769 Grand St. Brooklyn 11, N. Y. 
MEN'S ROMEOS 








LEADING AGAIN IN PRICE & QUALITY 


MEN'S BROWN KID ROMEOS 
AT ONCE DELIVERY 






PER PAIR 


NET 10 DAYS 
Sizes: 6 to 13, 36 Pairs to a Case 
No. 510 Leather Quorter Lining, Leather In- 
sole, Heavy Leather Sateen, bom Rubber 
FEE senindas cinithinks anhyhchniekutacachs. $2.65 

















Milwaukee 2, Wis. 





Altobellow Made President of 
New York Younger Shoe Men 


New York—At their first meeting 
of the 1949-1950 season in the Shoe Club 
at the Hotel McAlpin, members of the 
New York Association of Younger Shoe- 
men, Inc., elected Joseph Altobellow, 
Cardone & Baker, as their new presi- 
dent, succeeding Theodore (Ted) E. 
Palter of Palter De Liso, Inc. 

Other officers elected were Jerry Pan- 
kin, Schwartz & Benjamin, first vice- 
president; Arthur Serling, Sterling 
Last Co., second vice-president; Howard 
Fox, Fox Shoe Manufacturing Co., sec- 
retary. Vincent Guida, Guida Wood 
Heel Co., was unanimously reelected as 
treasurer. 

An executive committee of ten men 
was immediately selected by the mem- 
hers, composed of the officers of the as- 
sociation, two past presidents, Dave 
Serling, Sterling Last Co., and Ted 
Palter; and Calvin Sheldon, M. Laurer; 
Hy Rapkin, Bon Tell Footwear Cor- 
poration; and Pat Marino of John 
Marino, Inc. 

In their business meeting, the mem- 
bers decided that an action-packed pro- 
gram would be instituted for the com- 
ing year, including talks on various 
phases of the shoe industry by outstand- 
ing men and women. It was again em- 
phasized that the association will con- 
tinue to concentrate its efforts on 
“maintaining New-York as the leading 
style and quality shoe market.” Ten- 
tative plans were made to hold a dinner- 
meeting of husbands and wives some- 
time in October. 

At the conclusion of the business 
meeting, sports motion pictures were 
shown. 





Baltimore Store, Closed for 


Two Years, Reopens 


BALTIMORE, Mp.—About 200 Balti- 
moreans turned out at the recent open- 
ing of Forsythe Shoes, new air-condi- 
tioned store at 224 West Lexington 
Street. This marks a return engage- 
ment, since the establishment was 
closed for two years when it was diffi- 
cult to get merchandise. Ben Rosen- 
berg, who managed the store for 23 
years, resumes in the same capacity. 

C. Markland Kelly, acting mayor of 
Baltimore, officiated at the cutting of a 
ribbon across the store entrance. Also 
taking part in the ceremonies were 
G. H. Pouder, executive vice-president 
of the Association of Commerce; Wil- 
liam G. Ewald, of the Retail Merchants 
Association; and R. C. Embry, presi- 
dent of the Advertising Club and vice- 
president of WITH, which broadcast 
the ceremonies. 

Representing the parent concern in 
New York were Lionel Levy, vice-presi- 
dent, and Paul Polati, general manager. 

Shoppers enjoyed the opening-day 
sale, which featured a free handbag 
with every pair of shoes. 


Whee iy, 
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MAJORETTE BOOTS 
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| TEATIEN UPPeRs 
© LEATHER SOLES $475 

| © SILK TASSELS 

| © STITCH DOWN Terms 

| CONSTRUCTION 3/10 5/30 

| © SIZES 4-9 vm Fl 
IMMEDIATE 
DELIVERY 


No. 3880 
ARNOFF SHOE CO.,INC., 101 Duane St.,N.Y.C 








Stores Hold City-Wide 
Cooperative Promotion 


WAUKESHA, WIS.—Shoe stores in this 
city of 22,000, including Biwer’s, Cohn’s, 
Newell’s, Stern’s and the Big Shoe 
Store, recently helped other merchants 
put on that city’s second annual back- 
to-school promotion. 

Free movies were staged all morning 
for the city and county pupils who were 
asked to go to local stores to get free 
passes. No purchases were necessary. 
The children also were asked to sign 
their names and addresses and present 
the pass at the theater. 

Souvenirs such as balloons, pencils, 
stationery and other items were given 
to the children at the theater. Many in- 
dividual stores also gave prizes. 

The local newspaper printed a special 
edition, circularized throughout the en- 
tire county, which helped bring many 
parents and their children to Waukesha 
for this special day. Jess Turner, sec- 
retary of the Waukesha Association of 
Commerce, says that many merchants 
reported stimulated buying because of 
the promotion. 


Store Opened by Burns Cuboid 


LoNG BEAcH, CALIF.—Burns Cuboid 
Co. has opened a new store in their 
salon division at 243 East First Street, 
Long Beach. Moccasins and bags are 
featured in the new store in addition 
to the regular Cuboid line. 

James Sewell and Tom W. Phillips 
are in charge of the store, and C. W. 
Hutchason, who has been active in the 
Cuboid section at The Famous Depart- 
ment store in Long Beach, will be asso- 
ciated with them. 
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Best Value on 


Sponge Rubber Innersoles 


on the Market Today 


Notice these Lower Prices—less than 
34¢ a pair (gross lots)! An excellent 
item that really moves if you push it. 
Improved, extra durable, perspiration- 
resistant topping won't wrinkle or tear. 
Best Air Foam Sponge Rubber. Rec- 
ommend to folks who stand or walk a 
lot—nurses, teachers, mailmen, sales 
people, etc. Try a dozen or so at this 
very Low Price! 











Stock Ne. 702 
One of Only $4.20 Per Doz. Prs.; $47.90 Per Gr. Prs. 
Scores of 
SCOTT 
lity SOLD EXCLUSIVELY 
Items THROUGH SHOE STORES 
SHOE DEPARTMENTS 
A AND FOOT SPECIALISTS 
FREE 


CATALOG _ 








f FOOT APPLIANCE 


PANY 











[PL : pave reel; 26. -$1.95 














WH 
se we weeee 6¥2-9. .$2.20 





@ With 55 years of shoe making skill behind us, we 
do not change infants styles—just for the sake of 
change. We are aware of our responsibility to 
dealers, perents and children. Thus, we present an 
improved construction that gives tender feet FULL 
HEEL ROOM and NO PUSHING OF TOES FOR- 
WARD. A pleasing new style that will bring you 
PLUS sales. 
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LEBANON 1, PENNSYLVANIA 




















Brockton shoes were displayed at the Brockton Fair on attractively decorated 


licity and development committee of the 
association, with Deane E. Alexander, 
advertising manager of the George E. 
Keith Company as chairman, and work- 
ing with Walter T. Spicer, association 
secretary, and the Fair manager, Frank 
Kingman. 

Other members of the committee 
were B. Harrison Cort, William E. 
Doyle, Jr., Walter Avery, Leo Mc- 
Carthy, John Filoon, Richard Tarlow 
and Nathan Lissak. The United Shoe 
Machinery Corporation cooperated with 
a display of shoes through the ages, 
and large panel pictures showing vari- 
ous shoes manufactured for the armed 
forces by the industry. There also was 
another exhibit showing the work of 
the National Shoe Foundation for Dis- 
abled Feet. Representatives of the Na- 
tional Shoe Foundation were on duty 
during the Fair to explain to Fair vis- 


tables in individually lighted booths surmounted by huge cut-outs of men's shoes. itors the purposes and activity of the 


The display occupied 8,000 square feet in the Industrial Arts Building. 


Foundation. 


Association members cooperating 
were: Brockton Boot and Shoe Co., 





BROCKTON, MAss.—Brockton district 
shoe manufacturers, members of the 
Associated Shoe Industries of South- 
eastern Massachusetts, effectively dis- 
played their wares in a dramatic, color- 
ful exhibit which proved an outstanding 
feature of the annual Brockton Fair, 
Sept. 10-17. 

More than 400 shoe styles made in the 
Brockton area were on display by 16 
company members of the association, 
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and thousands of visitors thronged the 
exhibit to admire the designing skill 
and expert craftsmanship as exempli- 
fied in the “cream of the crop” of foot- 
wear fashions shown. The total attend- 
ance at the Fair was 218,324 people. 
An elaborate radio show providing 
fun and entertainment for young and 
old was presented by Station WBKA. 
The exhibit was planned and exe- 
cuted under the direction of the pub- 


Berco Shoe Co., Commonwealth Shoe 
and Leather Co., Doyle Shoe Co., C. A. 
Eaton Co., Field & Flint Co., John 
Foote Shoe Co., Givren Shoe Co., How- 
ard & Foster, Inc., Lissak & Co., George 
E. Keith, Knapp Bros. Shoe Manufac- 
turing Co., Old Colony Shoe Co., Stacy- 
Adams Co., Stone-Tarlow Co., Ince., 
Thompson Bros. Shoe Co., E. T. Wright 
& Co., Inc., and the C. S. Pierce Co. 
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OCTOBER 


Merchandisers by 
= ON THE “SELL” TRIGGER! 


S-2248: Growing Girls’ Burgundy An- 
tique Kickback, with Silver Cowboy 
Buckle, Indian Head on Vamp; Good- 
year Welt, Panolene 
Sole, 8/8 heel; In Stock, 


order now. 


mm tbe 


PZ pair—ne! 30. 












S-2249: 
Same in Black; 
Sizes: = é 
to 9; 

B, end oc $3.10 pr- 


WRITE for newest folders: “Teta fox Foot Senoaiens," House- 
slippers; New folder on “Tyer’ Rub Footweor . . all 
lines on floor in open stock. Also ask for “folders showi great 
buys in Men's Work Shoes, Children's Footwear, Women's 
Styles, Arch Feoture Lines. 


we house every Live Retoiler should know 











Cc. W Marks Shoe Company 
OOTWEAR FOR EVERYBODY 
41 S. Wells St., Chicago 6, Ill. 
Established 4870 
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Today’s Shoe Salesman 


PRIMEX 
SHOE FITTER 

a, f 
can SF fee: 


PRIMEX with many new : 
improvements is designed for two purposes—to assure 
foot health and to increase and speed up shoe sales. 
New X-Ray mechanism including 3-ray penetration 
for every foot thickness plus innovations in the cabinet 
itself—lower step, wider platform, compact size to 
save valuable floor space and new, modern style and 
beauty-make PRIMEX< your most effective sales help. 
Shoe dealers everywhere say there is no comparison. 


For full particulars write 


PRIMEN "5 





High Taxation Hits Retailing 


[CONTINUED FROM PAGE 36] 


politically expedient to reduce them. Powerful groups 
in our voting population that are swayed by self inter- 
est and have only the most superficial understanding 
of economics and the principles of business tend to 
dominate our elections. They usually support reckless 
and extravagant government spending because they 
hope to share in the distribution of government funds, 
and have no conception of how disastrous the conse- 
quences of such policies may prove to them. Too often 
the business men, who should take an interest in prac- 
tical government and help to make the issues clear to 
voters, are too busy or too indifferent. There is more 
danger to free government and the free enterprise sys- 
tem in the creeping inflation which tends to result than 
in the possibility of Russian domination or the activi- 
ties of our home grown communists. 


Humorous Poems Increase Sales 


ALBUQUERQUE, N. M.—Good humor in window dis- 
plays can have a lot to do with success in selling ortho- 
pedic shoe lines, according to V. A. Knott, owner of the 
Orthopedic Shoe Shop at 206 West Copper Avenue. 

For the past two years, Mr. Knott has kept a huge 
scrapbook, resembling the illuminated manuscripts of 
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135 So. La Salle Street 
Chicago 3, Illinois 
BS-10A 
medieval days, on display in the center window of his 
store. Each page shows a humorous poem which has to 
do with some aspect of footwear or fitting, and the page 
is turned every day so that a new one comes up. 

The poems are written for Mr. Knott by a friend in 
the New Mexico city, and cover every subject. A typical 
poem reads: 

“Some people say that fitted shoes 
Involve too much expense; 
Yet walk the street with aching feet 
And call it common sense!” 

Another, aimed at the engineers, surveyors, miners, 
etc., who are prominent in Albuquerque’s sidewalk traf- 
fic, reads: 

“Engineers and firemen, too, 
Who ride the driver’s seat 
Would drive no train 
Or fly no plane 
In shoes that hurt their feet!” 

Mr. Knott keeps a steady stream of new poems added 
to the book, and hand letters each in digits one inch 
high, so that they are readily read through the window. 
Subjects cover children’s shoes, specialty safety shoes, 
dress models, boots, and all types of footwear, always 
with a humorous jingle motif. Mr. Knott believes that 
the scrapbook is easily the most effective merchandising 
idea he has developed in ten years of orthopedic shoe 


retailing. 
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To Promote Sales of Leather Products 





First of several retail store window displays,to be designed by Tanners’ Council 
te increase the use of leather in a wide variety of merchandise, including shoes, 


of course. 


New YorkK.—A window display unit 
to promote leather shoes and leather 
goods generally was exhibited by the 
Tanner’s Council during the recent 
Leather Show at the Waldorf-Astoria. 
This window display unit, 8% x 8% 
feet, is the first of several to be built 
for use by department stores and other 
retailers as a dramatic means of pro- 
moting and merchandising shoes and 
other leather goods. According to L. 
C. Kronen, economist for the Council, 
individual stores will be free to tie in 
the display with their own merchan- 
dise and utilize the selling appeal of 
leather to increase store traffic and sell 
goods. 

Central feature of the display is the 
large tanned cattlehide in an upright 
position on which appear cut-outs of 


ali the animals providing Jeather-mak- 
ing raw materials. Silhouettes of end 
products handled by leather and shoe 
departments are also grouped on the 
hide. An automatic slide projector, con- 
cealed behind the vertical hide, projects 
16 colored pictures of leather in use 
on a picture frame screen to the left 
of the hide. A large world globe on the 
other side of the hide illustrates the 
world-wide nature of raw material 
sources, 

A number of leading department 
stores have asked for the use of the 
display unit. It is planned to have 
more units available soon, plus a 
smaller one for smaller stores at a later 
date. Transportation costs will be paid 
by the Council. 





Walsh Carrying Two Lines 
In Mid-West 


CHIcAGO.—Jack Walsh is now repre- 
senting the La Grange Shoe Corpora- 
tion of Red Wing, Minn., and the Wil- 
lits Shoe Co., of Halifax, Pa., in the 
Chicago, Illinois, and Indiana territory. 
Mr. Walsh is president of the Shoe 
Travelers Association of Chicago. 


New Onco Agent Appointed 


New York.—Horace H. Beaven of 
Horace H. Beaven Co., Nashville, Tenn., 
has been appointed as agent for Brown 
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Company’s complete line of Onco prod- 
ucts, selling to the shoe industries 
and allied trades. 

Mr. Beaven’s territory covers Ala- 
bama, Arizona, Florida, Georgia, North 
Carolina, Tennessee, Texas and the 
suuthern part of Virginia. 





Claff with Shain & Co. 


Boston.—Shain & Company, Inc. of 
Boston, shoe fabric dealers, announce 
the appointment of Elmer Claff as one 
of its sales representatives for the New 
England territory. Mr. Claff has sold 
shoe products for many years. 


New Company Organized to 
Make Sliplasted Shoes 


St. Louis—Harold J. Browne has 
organized Greenbriar Shoes, Inc., to 
manufacture a line of sliplasted shoes 
to retail at popular prices. Corporation 
papers were filed at Jefferson City re- 
cently. Mr. Browne, president of the 
new firm, has leased a modern one-story 
factory building at Clarence, Missouri. 
It has a floor space of twelve thousand 
square feet and a capacity of twelve 
hundred pairs daily. Operations started 
October 1. 





HAROLD J. BROWNE 


Associated with Mr. Browne in the 
capacity of production supervisors and 
stockholders, are four keymen, each 
with a background of long experience 
in his particular phase of shoemaking. 
They all came to Greenbriar from Town 
and Country Shoes, Inc., where they 
had worked for the past few years. 

The shoes will be branded “Green- 
briars.” Plans call for both dealer and 
consumer advertising. 


Mr. Browne states that the first sam- 
ple line, developed over a new 14/8 heel 
last, incorporates the comfort of the 
medium heel and at the same time gives 
the dressy effect of a high heel. Start- 
ing off purposely with a limited line, 
Mr. Browne has centered much atten- 
tion upon colors, materials and surface 
effect in combinations, to meet the de- 
mands of the color-conscious consumer. 

Mr. Browne began his shoe career in 
1920 with the Dunbar Pattern Com- 
pany and then in 1935 teamed up with 
his brother, Andrew Browne and Ed 
Tilt to become a co-founder of Browne- 
Tilt Pattern Company. In 1943 he with- 
drew to become an officer in Town and 
Country Shoes, Inc. 








Jewel-Studded Boots Reach High of $5000 





New York.—Made by Tony Lama of El Paso, Texas, these jewel-studded cowboy 
boots were shown during the recent leather show here in the booth of Besse, 


Osbora & Odell, Inc., sheep 


leather tanners. They were hand-made, hand-lasted 


and hand-pegged, with silver and gold kid appliques attached by multi-color 
stitching, and lined with Besse sheepleather. Synthetic jewels, liberally applied, 
were rubies, diamonds and emeralds. Admiring the boots, left to right, are E. E. 
Samuelson, George A. Treat and Frank H. Reed, treasurer of the company which 


displayed them. 





W. B. Coon to Make Line 


Of Comfort Casuals 


RocHeEster, N. Y.—The W. B. Coon 
Company of Rochester have announced 
that they have entered into an agree- 
ment te manufacture Crik-etts, a line 
of casual footwear with comfort fea- 
tures, formerly.made in a plant oper- 
ated by Ben Benjamin, the well-known 
shoe man, formerly connected with the 
firm of Schwartz & Benjamin and one 
of the founders of that firm. 

The manufacture of Crik-etts re- 
quires a special process, equipment for 
which has been installed in the Coon 
plant here. Mr. Benjamin will be asso- 
ciated with the W. B. Coon Company 
in a technical advisory capacity. 

Mr. Benjamin’s son, Arthur, who 
has been associated with his father, 
will represent the Crik-ett division of 
W. B. Coon and will make his head- 
quarters in the Marbridge Building, 
New York City. 





Ruth J. Shields Head of 

Shields Slipper Corporation 
Bombay, N. Y.—Mrs. Ruth J. Shields 

has been elected president of the 
Shields Slipper Corporation, here, suc- 
ceeding her husband, Francis J. Shields, 
who died recently. In making this an- 
nouncement, officers of the company 
stress that the business will be con- 
ducted along the same lines as those 
purued by its organizer. 

: J. H. Dingle has been made executive 
vice-president, and A. B. Savage is vice- 
president. 
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Norconk to Sell for Freeman 
In New York State 


BeELoIr, Wis.——The Freeman Shoe 
Corporation of Beloit has appointed 
James J. Norconk as its representative 





‘Y 


JAMES J. NORCONK 





for the state of New York. Mr. Norconk 
has been in the high grade men’s dress 
shoe business all of his working life, 
having been representative in New York 
state, New Jersey and Pennsylvania for 
the Florsheim Shoe Company. 

“He is exceptionally well versed in 
all phases of successful retail merchan- 
dising,” said H. T. Cary, president, in 
announcing the appointment, “and will 
be of great help to our many fine ac- 
counts in the state of New York.” 

Mr. Norconk, whose home is in New- 
ton, N. J., will begin his Spring trip in 
October. 


Made General Manager of 
Roblee Division, Brown Shoe 


Sr. Louis—A. C. Fleener, vice-presi- 
dent of Brown Shoe Company, an- 
nounced recently the appointment of 
Walter Bruns as general manager of 
the Roblee division of the firm, manu- 
facturer of men’s footwear. Mr. Bruns 
has been in active charge of the Roblee 
division’s activities since last December. 

The newly-appointed general man- 
ager has had a long and successful rec- 
ord in the shoe business. He started 
his career as an office boy with the 
Hamilton Brown Shoe Co. of St. Louis, 
and was promoted to posts of increas- 
ing importance, finally being made 
sales manager and advertising man- 
ager of that organization. 





WALTER BRUNS 


In 1932 Mr. Bruns joined Brown 
Shoe Co., working in a sales capacity 
with the United Men’s division. When 
the Roblee division of the company was 
formed, he assumed the post of as- 
sistant general manager. As general 
manager, he is responsible for the 
Roblee division’s styling, manufactur- 
ing and sales activities. 


Tweeds Stressed in October 
Walk-Over Promotion 


Brockton, Mass.—The importance 
of new, softer tweeds gives a timely 
fashion background to the October pro- 
motion of Walk-Over “Easi-Gaits” by 
Walk-Over dealers. Fashion bulletins 
to these stores point out that the new 
tweeds have an entirely different char- 
acter, are designed for town wear, call 
for a new type of lighter, softly tailored 
town shoe. 

“Easi-Gaits,” with their “Vel-Flex” 
construction and feminine styling, will 
be presented as the shoes that look 
right, feel right with Fall’s first fash- 
ion of tweeds. National advertising in 
Vogue and Ladies’ Home Journal key- 
notes the tweed theme. Window dis- 
plays, newspaper advertising, radio and 
publicity releases have also been pre- 
pared for local promotion by Hanly, 
Hicks & Montgomery, advertising 
agency. 





Boot and Shoe Recorder 








Whore Yo 


Duy oO 





Always complete stocks of famous name 
quality footwear at lowest prices. Known 
from coast-to-coast as headquarters for 
cancellations, close-outs, jobs from 
America's leading factories. 


WRITE TODAY! WE 
CAN FILL YOUR NEEDS! 


MOSINGER-COHN 


1235 Washington Ave. St. Louis, Mo. 
“Over A Quarter Century” Fine Footwear 
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SHOE ORNAMENTS 








led 
RH ARE NOW MANU- 
FACTURING THE LATEST STYLE CUT STEEL 
IN ADDITION 


BEADED SIDE 
TO THEIR RHINESTONE LINE. 
* SAMPLES CLADLY SUBMITTED * 
LOWEST PRICES 
RHINESTONE CREATIONS 


751 NORTH 39TH STREET 
PHILADELPHIA 4, PA. 
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CHAIRS AND STOOLS 











Exclusive distributor of the popular ART 
CHROME Steel Furniture for the Shoe 
Trade. Samples can be seen in our dis- 
play room or write for illustrated folder 
and prices. 
LYONS & COMPANY 
120 DUANE STREET NEW YORK 7, N. Y. 














PRICE TICKETS 








PRICE TICKETS bring sales! 
Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 
BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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Reports Increased Sales of 
Sandals and Scuffs 


New YorK— Ben Clivner, recently 
appointed sales manager of the Lion 
Sandal Company, 707 Broadway, New 
York City, reports that his company 





BEN CLIVNER 


has just completed the biggest sandal 
season in the history of this firm, now 
23 years old. Sales of leather sandals 
and scuffs for men and women, includ- 
ing an improvement in the form of 
styles made with cork platforms, com- 
position soles and water-repellent Viny- 
lite insoles, have been unusually heavy, 
he says. 

Mr. Clivner, with several years of ex- 
perience in selling slippers, during 
which he covered the country from the 
East to the West coasts, is now cover- 
ing the same territory for the Lion San- 
dal Company and says he has been suc- 
cessful in placing his line with leading 
chain store organizations, department 
stores and other prominent retail shoe 
outlets, doing most of the selling him- 
self. He reports a definite trend 
throughout the country toward leather 
scuffs and sandals. 





Fall In-Stock Catalog 
Issued by Nunn-Bush 


MILWAUKEE.— More than 70 styles of 
men’s shoes for Fall, all carried in 
stock, are pictured in the 40-page cata- 
log of the Nunn-Bush Shoe Company 
of this city, which has been sent to 
Nunn-Bush retail dealers in all parts 
of the country. 

Bound in heavily embossed stock 
which is printed in the warm reddish- 
browns of Autumn and is illustrated 
with a sprig of oak leaves with acorns, 
the catalog’s first three pages are de- 
voted to institutional advertising, re- 
productions of the covers of national 
magazines which will carry the Nunn- 
Bush message to consumers and a 
schedule of the dates on which these 
national advertisements will appear in 
each publication. The shoes, pictured 
against attractive backgrounds, are ac- 
curately reproduced by the four-color 
printing process. 
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WOMEN'S SLIPPERS 











sole. 
— light ——- rat 
Sizes 8-3 (Reg. 
I 


No. 700/1 Same as above, one ' 

black. Sizes Oh? ORR Pe eS 

A ¢ oun value, PLUS a profitable ae 
- « promote this style in large 

~¥ smoil sizes for both Mom and Sisi 


[tp Shewide top teeta sone’ 





vaises in women's, 
men's slippers! 


GLOBE SLIPPER CO. 
1140 Broadway, N. Y. C. 1 
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THREE OUTSTANDING BOOKS 
ON SHOES AND FEET 


MECHANICAL FOOT THERAPY 
by BRACHMAN 
Contents: 


braces. 
Therapy. 304 penn, 182 illustrations. .$8.00 
SHOES — FEET by CARLETON 
Contents: A brief history of foot gear, con- 
recon of the modern to, fol sod, soe 
the short limb ond show therapy, 357 pages. 
illustrations $6.00 


UNIVERSAL PUBLISHERS 
229 N. Ashland Ave., Chicago 7, Illincls 
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AERO SHOES | 
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The Justin AERO Shoe 


A proven fast-seller because it 
American 








spert and business wear. Lus- 
trous Brown Calf, full Calf 
lined, moped Made 
by the famous Justin - 
makers. Write for Catalog 
and Price List. Sete 
te 
H. J. JUSTIN & SONS, INC. U.S.A. 
Box 548-K Fort Worth |, Texas 
i li i) 
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SPEED-AX 


SUEDE BRUSH 
Retail 25c 








Combination 
Rubber Bristle 
and Sponge 
Rubber with 
Beautiful Colored 
Plastic Handles 





Packed | Doz. 
Assorted Colors 
In Display Carton 


Price—$1.75 doz.—$19.20 gross 
ORDER THRU JOBBER OR DIRECT FROM 


S&M CHEMICAL CO. 
2611 So. Indian Ave., Chicage 16, Ill. 











Made Sales Personnel Manager 
Of A. C. Lawrence 


Peasopy, Mass.—The A. C. Law- 
rence Leather Company of Peabody has 
announced the appointment of Stuart 
A. Spaulding to the newly-created po- 
sition of sales personnel manager. 





STUART A. SPAULDING 


Mr. Spaulding is a graduate of Cor- 
nell University. During the war he 
served as captain of the destroyer es- 
cort USS Neal A. Scott. He received 
his master’s degree in business admin- 
istration at the Harvard Business 
School and then joined the Calfskin 
Givision of the A. C. Lawrence Leather 
Company. 


Bufalino Made Vice-President 


Of Leather Company 


Boston.—Henry F. Bufalino, who 
for several years has been a member 
of the sales staff of Besse, Osborne & 
Qdell, sheep leather manufacturers, has 
been made a vice-president of the com- 
peny. He will make his headquarters 
here at the company’s office, 129 South 
Street, but will continue to service the 
St. Louis area as he has in the past. 





Gerda Footwear Enlarging 
New York Headquarters 


New YorK.—Executive, sales and 
stock space of the Gerda Footwear Com- 
pany here have been considerably in- 
creased by acquisition of the store next 
door to that occupied for several years 
at 158 Duane Street. The company was 
scheduled to occupy the addition to its 
quarters on October 1. 

Extensive alterations will be made 
later, it is announced, and the enlarged 
space will enable the company to give 
better service to its retail accounts. 





Buy Savings Bonds 











124 


Where 


Duy 


ee, 6 er es ee 


BOWLING SHOES 














ARNOFF SHOE CO.,INC., 101 Duane St.,N.Y.C 


New Company to Make 
Men’s Sandals 


St. Louis—F. M. Gilkerson, presi- 
dent of Sandal-Craft, Inc., has an- 
nounced the formation of Leisure Hour 
Footwear, Inc., and says that the latter 
company will take over the facilities 
and equipment of the former concern 
which were devoted to the manufacture 
of men’s sandals, leaving Sandal-Craft 
to make women’s, children’s and misses’ 
sandals. Leisure Hour, he said is not 
a division of Sandal-Craft, but a new 
corporation. 

Mr. Gilkerson indicated that new 
capital had been put into the new 
Leisure Hour corporation and that the 
liquidation of the men’s end of Sandal- 
Craft would facilitate operations of 
the latter company in the production 
of women’s, children’s and misses’ san- 
dals. Some of the production of 
Leisure Hour, however, will carry the 
rame Sandal-Craft in the sock lining. 

Mr. Gilkerson also announced price 
reductions of juvenile Sandal-Craft 
sandals for Spring 1950 of 20¢ a pair. 
Infants’ sandals will also be reduced 
20¢ a pair, and misses’ sandals will be 
offered at 50¢ less than their former 
wholesale price. 





Predicts Good 
Rubber Business 


New York. — Theodore Seidelman, 
who covers Manhattan, Brooklyn and 
Staten Island for the Gold Seal Rubber 
Company of Boston, reports good busi- 
ness on the extensive line stocked by 
his company with particular emphasis 
on cowboy rubber boots for children 
which were introduced recently. He 
foresees increased volume in the sales 
of rubber footwear generally in the 
weeks ahead. Mr. Seidelman makes his 
office at his home, 976 Tiffany Street, 
New York City. 
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If It’s Fixtures we have them 
CHROME & WOOD CHAIRS 

CHROME & LUCITE FIXTURES 

WINDOW DECORATIVE MATERIALS 

DISPLAY CASES—PLASTIC WINDOW SHADES 


Catalogs on request 
BERENDT BROTHERS inc. 
205 Meeting St. Charlestown, S. C. 
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CANCELLATION STORES 





BARIS SHOE Co., Inc. 
79-81 Reade St., W. Y. WOrth 2-5180 1 
Semple Office: Hees Bidg., Les Angeles, Col. 
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WORK SHOES 
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Men's Goodyear Welt Work Shoes 
Men's Steel Toe Safety Shoes 


Union Made 


GOODWILL SHOE COMPANY 
HOLLISTON, MASSACHUSETTS 
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Finds European Shoe Industry 
Making Progress, But Slowly 


Boston — Western Europe, insofar 
as the shoe industry is concerned, is 
making progress back to what might 
be considered normalcy, but the going 
is slow and is being accomplished un- 
der severe handicaps. This is the gist 
of a report to the trade made recently 
by William Solar, Compo Shoe Ma- 
chinery Corporation’s vice-president in 
charge of sales, on his return from a 
six-week trip abroad during which he 
visited and studied methods and ma- 
chinery used in England, Belgium, 
Holland, Western Germany, France, 
Switzerland and Italy. In many of 
these countries, he said, is found ma- 
chinery which is inadequate to do the 
job, either because it is obsolete or 
badly worn and not immediately re- 
placeable. Economic Cooperation Ad- 
ministration funds are being used when 
possible for the purchase of new ma- 
chinery but he believes that ECA will 
have to continue functioning for a long 
time if industries generally are to reach 
their peak efficiency. 

In the vanguard of progress, he said, 
he found Western Germany, where the 
production come-back has been stringer 
than that of any other country he vis- 
ited, new and modern factories having 
replaced many of the older ones bombed 
out of existence during the war. This 
year’s shoe production in that country 
should approximate 40,000,000 pairs 
with a goal of 85,000,000 within a year 
or two. Most German shoes are all 
leather, he said, though totally lacking 
in style and they command a retail 
price of the equivalent of $6.50—a bit 
high, he commented, for the hausfrau. 

English factories he found to be mod- 
ern in appearance and uniformly busy. 
Hampering increased production is a 
shortage of labor. Women, he said, are 
turning to lighter shoes. 

In Belgium, as in Germany, he found 
modern factories with production held 
back by lack of new machinery. Ameri- 
can styles, especially in women’s shoes, 
are being adopted and our shoe indus- 
try publications, as well as consumer 
style publications, are read religiously. 
The industries in France and Italy he 
found at opposite extremes. In the 
former country he found the poorest 
factory-made shoes in all Europe; 
while in Italy there was an abundance 
of high style in footwear made of the 
finest leathers. The failure of France 
to produce better factory-made foot- 
wear, he explained, is due in part to 
the fact that only the lowest grades 
are factory-produced and that the su- 
perior French styles of which we hear 
so much in this country are made by 
hand and are few and far between. 

Switzerland, though possessed of ex- 
cellent factories where fine craftsman- 
ship is practiced and excellent mate- 
rials are used, cannot maintain produc- 
tion because of her inability to export, 
on which she depends heavily. 
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| I The latest revised edition of 
THE SHOE AND LEATHER 
LEXICON — the 14th — is 
available again! 
This illustrated glossary of trade 
and technical terms serves a 
useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 


100 East 42nd Street 
New York 17, N. Y. 
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for quick help from the only book of 
its kind; encyclopedia of practicable, 
workable ideas for the experienced 
merchant. No theories—all tried, 
true .. . NOT just another shoe book, 
but offers in addition to 138 specific 
shoe promotions, the best ideas from 
the entire retailing field for instant 
adaptation to his particular require- 
ments. 
Foreword by PAUL H. NYSTROM, 
Professor of Marketing, School of 
Business, Columbia University. 
Please remit? with order. 
a ES 


100 E. 42nd St., Mew York 17, W. Y. 

















International Reports Record 
August Sales 


St. Louis.—Byron A. Gray, president 
of International Shoe Co., reported re- 
cently that International’s dollar sales 
volume reached a record high of $25,- 
004,000 for the month of August. 

August sales were 11 per cent above 
the previous record high of $22,529,000 
for January, 1947, and 17 per cent 
above the $21,356,000 for August of 
last year. It was pointed out that, with 
prices lower than last year, August’s 
higher dollar volume represents even 
greater increases in unit sales. Demand 
has been exceptionally good in chil- 
dren’s shoes.” 
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_ Six General Shoe Divisions Hold \leetings 





Seated, left to right: Frank Cottrell, department manager, 
poration, Richmond; George Crocker, department manager 
Louisville; Julius Blumenthal, department manager, The Fair S 
Wigginton, director of distribution, General Shoe Corporat 
son, manager, Storybook Division. Standing is Swift Lipscomb 
tor. Models are Judy Davidson and Brenda Ashworth, both 


NASHVILLE, TENN.—Leading retail- 
ers from various parts of the country 
assembled during August in Nashville 
to consider the mutual problems of re- 
tailing and manufacturing pertaining 
to the coming Spring 1950 season. Each 
oi the women’s and juvenile divisions of 
General Shoe Corporation held an in- 
dividual meeting attended by custom- 
ers representative of the differing re- 
gions and types of store operations. 
Presented to them in an organized man- 
ner was the advance information avail- 
able on colors, materials, lasts and pat- 
terns; and opinions were expressed by 
the retailers as to the relative value and 
merit of trends and ideas from their 
viewpoints. 

By having these meetings far in ad- 
vance of the opening of the Spring 
wholesale selling season, it is possible 
for the manufacturer to incorporate 
irto his lines, in a balanced manner, 
the type of shoes that are needed by 
the retailer to assure increased busi- 
ness and a profitable operation at retail. 

The meetings were arranged by Gil 
Jonas, director of customer relations. 
The meetings themselves were under 
the direction of the managers of the 
various divisions. To be certain that 
the retailer’s viewpoint was fully un- 
derstood by those in charge of various 
phases of the General Shoe Corporation 
operations, the meetings were attended 
by Henry Boyd, president of the com- 
pany; Matt Wigginton, vice-president 
and director of distribution; Ben Wil- 
lingham, Northern branch manager; 
Jack Braden, director in charge of cen- 
tral design; George Hill, advertising 
manager for the juvenile and women’s 
divisions; Frank Jarman, women’s 
style director; Swift Lipscomb, juvenile 
style director. 


Finance Cor- 
scon & Sons, 
hicago; Matt 


Gray Simp- 
> style direc- 
hville. 

The Bellwood S iny meeting 
was attended by | .erchandis- 
ing manager, R inta; G. G. 
Beeler, owner, B« tery, Knox- 
ville, Tenn.; Jan iepartment 
manager, Bloomi New York 
City. At the A: e Company 
meeting were H sh, depart- 
ment manager, Columbus, 
Ga.; Joseph Brad! tment man- 
ager, Hunt’s Sh ment, Fort 
Smith, Ark.; Hon ard, owner, 
Skeppard’s Lansi1 

The Storybook § pany meet- 
ing was attended Blumenthal, 
department manag .con & Sons, 
Louisville, K.; Fr ‘ell, depart- 
ment manager, T: ince Corpo- 
ration, Richmond, rilers at the 
Fortunet Shoe C eting were 
Ed Silvers, mercha: nager, Man- 
del Bros., Chicago: -iedberg, de- 
partment manager schild Kohn, 
Baltimore, Md; : sser, owner, 
Globe Shoe Compar nah; Frank 
Butler, manager G e Company; 
Herbert Givens, iven’s Bros., 
El Paso, Tex. 

Present at the Shoe Com- 


)wens, owner, 
Dallas, Tex.; 


puny meeting wer 
Owen’s Shoe Com; 


T. J. Herring, nt manager, 
PBry-Blocks, Memp nn.; Andrew 
Brummel, owner, | 1 Shoes, Ine., 
Evansville, Ind.; irice Yoskin, 
owner, Yoskin’s, P Iphia. 


To Sell Longwood Line 
Cuicaco.—Harry Greenfield of Chi- 
cago has recently taken over represen- 
tation of the Saco Moc Shoe Co., Long- 
wood division, in Illinois and Chicago. 
He also represents Best Shoe Corpora- 
tion in this territory. : 


Boot and Shee Recerder 








assified and WewAds 


SALESMEN WANTED | SALESMEN WANTED SALESMEN WANTED 


LOOK TO YOUR FUTURE! Excellent opportunity fer 


Here is a Golden Opportunity to affiliate yourself with a progressive, reput- 


able Organization where you will be happy in your work, assured of a SALESMEN 














lifetime connection with possibilities for earnings that will satisfy the most k : 
ambitious. with one of the leading 
A CHOICE WELL-ESTABLISHED TERRITORY consisting of FLORIDA, manufacturers of California 
S. CAROLINA, GEORGIA, ALABAMA and MISSISSIPPI is now available indoor and outdoor casuals. 
to an HONEST, CONSCIENTIOUS, HARD WORKING man with sales ability. This line is nationally adver- 
Must know corrective fitting, have car and be free to travel. Full time— z oo di 
no sideline. tised and carried by leading 
Write in confidence to Mr. Erlewine, giving chain, department and retail 
full particulars, qualifications and photo. stores throughout the 
SCOTT FOOT APPLIANCE COMPANY country. 
1701 WEBSTER ST. CMANA, THERASEA The following territories are 





open: 
FLORIDA and GEORGIA 
WORTH and SOUTH CAROLINA 








TOP-EARNING SHOE SALESMAN apse ase 


nity for ambitious and ag- 























INDIANA - SOUTHERN OHIO - KENTUCKY gressive salesmen. Car is 
imperative and residence 
One of America’s largest wholesale distributors of women’s popular- should be in territory 
price novelty fashion shoes has rare opportunity for strong salesman desired. 
with established following in above territory. Must have car and State all about yourself in 
: : first letter which should be 
handle our line exclusively. Our men earn $10,000. and up through- handwritten, and include 
out the country. Drawing against commissions if you can prove abil- present connections as well 
ity. State age, family status, selling experience, full qualifications as territories covered previ- 
first letter. ously. Enclose recent snap- 
shot as well. 
M. J. SAKS SHOE CORP., 152 Duane Street, New York 13, N. Y. Address Box 503, core BOCT AND SHOE RECORDER 
108 E. 42nd St., New York 17, N. Y. 
EXCELLENT OPPORTUNITY FOR Wwett STABLISHED FIRM. maine 
Preis = ESTABLISHED FIRM making 
Baby S on commission basis. 
ADDITIONAL INCOME Weg tages reel Adices $5, 
care Boot & Shoe, Recorder, 100 100 42nd 
TO BE CARRIED AS A NON-CONFLICTING SIDE LINE Street, New York 17, N. Y. 





Old established Mid-Western manufacturer is adding a short 











line of staple Misses’ and Children’s Two-Sole Stitchdown Shoes 
and Oxfords, Sizes 5/8, 842/12, 12/2/3. In stock. Can be carried teen ener eee 
in one small grip. Straight 6% commission. Weekly settlement. Alabama, Miss. Tena. and Arkansas—Georsia & 
All territories open. Give full details in your first letter. cuschar petocd Women's Lane Sn" techs Novcidan 
Casuals, Sports, and Areh Shoes. Nationally known, 
Address Box 438, care BOOT & SHOE RECORDER full particulars _ 
100 East 42nd Street, New York 17, N. Y. Addrew Box 142. care BOOT & SHOE RECORDER 




















CLASSIFIED ADVERTISING RATES 


‘The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number i is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own narae and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 
vertising except for regular advertisers on contract. 

The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inth. 


§== Advertisements for this page must be in our New York Office 15 days preceding publication date “ej 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











confidence) in your first letter. 





Perhaps THIS IS the Opportunity 


You have been looking for 

One of the largest and oldest manufacturers of Rubber, Fabric and Casual foot- 
wear expects to add several Salesmen to its Sales Force later this year. 
between 25 and 35 years of age with retail footwear ex>erience who are free to 
travel any place in the United States and who own or are in a position to purchase 
an automobile will be given preference. 

This is an opportunity to represent an old established line which is backed by a 
national advertising program featuring a trade-mark known to millions. 

If you are interested in starting a road selling career with a house that offers a 
future with security, a good living and where earnings can be increased in pro- 
portion to hard intelligent work—then write—telling us all about yourself (in 


Address Box 497, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 


Men 








Focr SALESMEN WANTED to join our 
Sales Stafi to call upon the General Trade 
with our Branded Lines of Infants’, Children’s, 
Misses’ and Youths’ and Boys’ Shoes. We Manu- 
ufacture Ten Thousand Pairs of Shoes a day to 

ck up our salesmen with at once service and 
satisfaction. Established producers only will be 
given consideration. Non-Conflicting Lines may 
be carried. The territories open at present are 
Southern States, East of the Mississippi, the 
Southwestern States, the Northeastern States, 
and the Middlewest, West of the Mississippi. 
Address #512, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


EXCELLENT OPPORTUNITY FOR ADDI- 
TIONAL INCOME. Side Line; Well known 
Chicago Concern; Very Fine Popular Priced 
Line Ladies’ Handbags. Commission basis. Colo- 
rado, Wyoming, Montana, Utah and Washing- 
ton. Address #509, care Boot & Shoe Recorder, 
209 South State Street, Chicago 4, Ill. 














SALESMEN WANTED 


Old established New England Concern 
has an outstanding line of nationally ad- 
vertised branded Infants’, Children's, 
Misses’ and Growing Girls’ Welt and 
Compo Shoes carried in stock to be re- 
tailed in the medium price field. Sales 
have been increasing each month—ex- 
cellent opportunity—commission basis. 
The following territories are open: |. 
Minnesota, Wisconsin; 2. lowa, Missouri; 
3. Minois (except Chicago), Indiana; 4. 
Michigan; 5. No. a rolina, Vir- 
ginia {except Eastern Shore); 6. Alo- 
bama, Georgia, Florida; 7. California; 
8. Nebraska, Kansas. 

Applicants must have travelled these 
states. Write giving experience and back- 
ground. Interviews will be held at the 
Palmer House, Room 925W, Chicago, 
October 31, November 1-2-3. 


Address: AMERICAN GIRL SHOE CO. 


120 KINGSTON ST., BOSTON, MASS. 











$$$ OPPORTUNITY FOR 
GOOD SHOE SALESMAN 


We've an unusually splendid opening for an ex- 
periencec, on-the-bal! salesman to represent our 
nationally advertised line of women’s shoes and 
casuals in the Delaware-Maryland-South New Jersey 
territory. We're a long-established company, 
famous for quality at moderate prices, and this 
opportunity to connect comes under the heading of 
“rare.”’ Write at once in detail about yourself. 


Address Box 520, care BOOT & SHOE RECORDER 
190 East 42nd Stect, New York 17, N. Y. 














EXPERIENCED SHOE SALESMAN to carry 
complete Manufacturer’s Line of Children’s 
High Styled, Handmade, we. — ae c 
commission basis. Six samples cover 

entire Line. ARONOFF BOOT COMPANY, 


SALESMAN WANTED 
FOR DEEP SOUTH 


The Louisiana-Mississippi territory offers the 
energetic shoe sal an outstanding op- 
portunity to cash-in plenty with a long-estab- 
lished line of women's shoes and casuals. 
Consistent national advertising and in-stock 
service are but two advantages that help 
open the door for you with these famous 
moderately priced shoes. Outline your back- 
ground and send today. 





Address Box 519, care BOOT & SHOE RECORDER 
109 East 42nd Street, New York (7, N. Y. 











SALESMEN 


Excellent opportunity to become as- 
sociated with one of the leading 
manufacturers of juvenile shoes. 
Line consists of Misses’, Children’s, 
Growing Girls’, Little Gents’ and 
Boys’ to retail $4 to $6. The terri- 
tories open are: 


1. Virginia & West Virginia 
2. Kentucky & Tennessee 


3. Georgia 4. Florida 

5. Mississippi 6. Alabama 

7. Louisiana 8. Texas 
9.Missouri 10.Kansas_ 11. lowa 


12. Minnesota, North & South Dakota 


Will consider only experienced men 
who know the territories. Drawing 


account. Write full details in first 

letter. 

Address Box 506, care Boor & & SHOE RECORDER 
100 East 42nd Street, New York | 














ae: Nationally A¢ Advertised, Popular 
territories still avail- 


Priced Slipper 
able. a SHOE CO., 769 Grand Street, 
Brooklyn, N. Y 








Wholesale Merchants B! Dallas, Texas. 
ide. ” ALESMEN WITH FOLLOWING for Out- 
Small Line of Novelty Ladies’ Shoes 
to Retail profitably at $3.95 to $5.95. Address 
SALESMEN WANTED: SLIPPERS AND #515, care Boot & Shoe Recorder, 100 East 
WOMEN’S CASUALS. Aggressive, alert 42nd Street, New York 17, N. Y. 


New York Factory of 
Line of Women’s Casuals in 9290 Renton: 
also terrific Line of House Slippers, Men’s and 


York. 6% Commission. accounts 
mow on our books open for to call on. 
Will consider si pom sie, Wits Sei. 








OUTSTANDING BROOKLYN MANUFAC- 
TURER of Men’s, Women’s and Children’s 
Leather Sandals desires experienced Salesman 
to cover Florida = Southern States. Write 
stating personal data, experience, references. 
Address #514, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 





SIDE LINE SALESMAN WTD. 


RHINESTONE AND CUT STEEL BOWS, 
compact tray, terrific sellers. Address #290, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 


S IDELINE SALESMAN WANTED FOR IN- 
DIANA. Western Ohio and Southern Illinois 
also open. Increase your income without adding 
to your expenses by selling Nationally Adver- 
tised Line of Infants’ Shoes, sizes 1 to 12. Ad- 
dress #516, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


STABLISHED AND COMPREHENSIVE 
LINE of Children’s Novelty Welts and 
pos, in Widths, to retail about $5.00. Pennsyl- 
vania, New York State, Ohio, Michigan, Balti- 











more, Jashington, Virginias. Address #510, 
care Boot & Shoe Recorder, 100 East 42nd 
York 17, | ie 8 


Street, New 


ANTED: LADIES’ SHOE SALESMAN to 

carry Side Line of Embroidered toe 
we — Nailhead Novelties. Oppo 
tunit~ DUCA ART EMBROIDERY CO., 
260 W z Aon Street, New York City. 











HELP WANTED 








PATTERN MAN 


For Fabric and by rang, ed Footwear 
Plant Located in New gland. Only 
Experienced Need Apply. hm full 
Information and Salary ed. Ap- 
plications held Strictly. Confidential. 


Address Box 504, care BOOT & SHOE paeegees 
100 East 42nd Street, New York 17, 

















FOR SALE 


FOR SALE: ESTABLISHED MEN’S, WO- 
MEN’S AND CHILDREN’S SHOE STORE. 
New, Modern Salon Type; Beautiful Fixtures; 
Attractive Store Front, and 100% Location in 
thriving town 15,000 population ; drawing from 
large shopping West Texas territory. Long 

se; Attractive rental. Carrying better Lines. 
Address 3521, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


HRISTMAS SPECIAL: Ladies’ Genuine 

Alligator Purses; Envelope Stvle, Light znd 
Dark Brown, $9.75. J. W. WESTENDORFF., 
St. George, South Carolina. 











Buy Savings Bonds 


Boot and Shoe Recorder 

















LINE WANTED 





WANTED TO PURCHASE 


WANTED TO PURCHASE 














APPRENTICE 
SALESMAN 
AVAILABLE 


Young Man with Collere Education and 
a Family Shoe Background is desirous of 
having an opportunity to work as under- 
study for a salesman representing de- 
pendable lines of shoes and covering a 
broad territory. Best references furnished. 


Address Bex 508, care BOOT & SHOE RECORDER 
100 East 42nd Strect, New York 17, N. Y. 














OOK HARD AT TODAY, yet what about 

tomorrow? I’m young, aggressive, three 
years successfully employed, with good follow- 
ing and reputation in Eastern territory. Eager 
to build future with Nationally Advertised organi- 
zation that Offers strong substantial opportuni- 
ties; Appreciates a Salesman. Address #518, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 





ONNECTICUT nace Ke AVAILABLE. 
High-Grade, Successful Salesman with Splen- 
did Background, located centrally in Connecticut, 
wishes Sid-line of Women’s or Teen Age Shoes 
for close coverage of surrounding territory. Ex- 
cellent references. Address #513, care Boot & 





Shoe es 100 East 42nd Street, New 
York 17, N. 
SAN FRANCISCO RESIDENT With out- 


standing sales and merchandising record, de- 
sires ESTABLISHED line of women’s high- 
style, casual or sport shoes for California or 
West Coast. Exclusive representation only. No 
side line. 38. Bachelor. College graduate with 
unusual sales capabilities and background of 
Proven results. Top references from people 
you’ll know in department stores and fine spe- 
cialty stores on West Coast. Leading salesman 
for large shoe manufacturer before war. If you 
are dissatisfied with the routine activities of 
old-line drummers and would prefer an aggres- 
sive, promotionally minded, high type representa- 
tive, then write to Box 2511, care Boot & Shoe 
et. 100 East 42nd Street, New York 17, 





EXCELLENT CONTACTS WITH WO- 
MEN’S VOLUME CHAINS in Midwest. 
Desire Manufacturer’s Low Heel Line. Ad- 
dress: Box #517, care Boot & Shoe Recorder, 
209 South State Street, Chicago 4, TIl. 





XPERIENCED SALESMAN NOW OR- 

GANIZING TERRITORY in Washington, 
Oregon, Idaho, and Montana, will carry repu- 
table “Children’s. Women’s, or Men’s Lines. 
Will open at the November Sho- Show in Port- 
land. Write, Airmail, W. D. RHODES, 1210 
20th, No., Seattle, Wash. 








POSITION WANTED 








POSITION WANTED 


Wanted: A POSITION WHERE ADVANCEMENTS 
ARE POSSIBLE. Am 26 years old; 18 years Sell- 
ing Experience—14 as Manager Family Shoe Store. 
Desire Position as Buyer of Large Operation or Con- 
nection with Manufacturer of National Repute. 


Address Bex 505, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














Ra STORE MANAGER, EXPERI- 

ENCED Selling, Buying, Management, 
Men’s, omen’s. Children’s Medium, Better 
Priced Shoes. Excellent references. Address 
#522, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 


October |, 1949 


j 
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CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


4th St. Phila. 6, Po. 
i ooh os Phone: LO 3-9533 








MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 














WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
ef Quality Shoes for Men, Women and 


Children. 

For Cash 
BROITMAN-GAFFIN SHOES, INC. 
148 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 











SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 

95 Reade St., New York 13, N. Y. 

Foremost Shoe Buyers Since 1906 
COrtlandt 7-6378-9 














an Meade St. 





cy. Tr ‘SHOE co. 


New York 7, WN. Y. Tel:: 





Assumed 


Pi 
WOrth 2-5189 





ARCH ry PE SHOES FOR MEN. WOMEN | 
AND HILDREN. Close-outs or com- | 
plete A ay Will pay top cash prices. 
STRAHL SHOE CO., Exporters and Import- 
ers, 1230 Fifth Avenue, San Diego, California. 





7 ANT TO PURCHASE X-RAY MACHINE. 
Wilbur Shnapier, 85-59 66th Road, Forest 
Hills, New York. ILLINOIS 9-7997. 








GET TOP VALUE 


In Seiling Your 
e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 














Kabel with Astor Shoe Co. 

New York—Jack D. Kabel, well 
known shoe traveler, has joined the 
sales staff of the Astor Shoe Company, 
manufacturers of infants’, misses’ and 
children’s stitchdowns at 625 West 
Forty-third Street, this city. He will 
cover the Middle West and parts of the 
South and is now in his territory. 











end Children's Shoes Wanted. 
BRAND NAMES PROTECTED 











WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 














MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS MERCHANTS’ NEEDS | 














NEW ADJUSTABLE 

















SALES SAVER COMPANY, Room 700, 503 H. Twelfth Sivd., St. Louis 1, Misseari 








Mlals %. Ydeas 


£Os Wele pe 


NEWSPAPER, ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 

An outstanding service of care- 
fully written copy, photographs 
and beautiful art work for 
direct mail and newspaper 





advertising. 
* 
2. Vincent Edwards {dea Clipping 
Service 
Actual newspaper tear sheets of 


ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


WINCENT EDWARDS & CO. 

















Harry Anderson President of 
Wolfe Wear-U-Well 


CoLuMBus, O.—Harry V. Anderson, 
formerly executive vice-president, has 
been elected president of the Wolfe 
Wear-U-Well Corporation, succeeding 
the late Benjamin C. Hommon. 

Mr. Anderson started in the shoe 
business in 1913 with the Grimsrud Shoe 
Co. of Minneapolis as a clerk, and was 
advanced to accountant and later to 
secretary of the firm. With the merger 
of the Grimsrud Co. and Wolfe Brothers 
Shoe Co. of Columbus into the present 
firm, Mr. Anderson was transferred to 
Columbus as comptroller, and even- 
tually became executive vice-president. 





Shoe Corporation Reports 
Slight Increase 


CoLtumBus, 0.—Shoe Corporation of 
America and wholly-owned subsidiaries, 
with headquarters here, recently re- 
ported sales for the eight months ended 
August 27 of $21,481,810, compared 
with $21,124,462 in the same 1948 
period, an increase of 1.69 per cent. 


August sales amounted to $2,442,707, 
against $2,483,891 in August of 1948. 


130 


Says Price Consciousness 
Will Have Healthy Result 


KEOKUK, Iowa—“The general cheaper 
price psychology, however created, has 
been a problem for manufacturers and 
retailers who have carefully maintained 





G. L. HUISKAMP 


quality,” said G. L. Huiskamp, of Huis- 
kamp Bros. Co., in a recent discussion 
of current trends in the industry. 

“Neither cheaper costs nor increased 
efficiency has permitted price reductions 
that even approach the general con- 
sumer idea of what they should be,” he 
continued. “Markets have been better 
for some cheaper grade shoes, but the 
shift in many prices has carried too far 
for healthy merchandising. However, 
the overall result should be healthy for 
the industry because it has required 
new sales analyses and careful inven- 
tory controls. 

“Much of the industry is like the 
Greek athlete who ran with heavy 
stones in his hands so that when the 
real race came, he could cast them aside 
end run the faster without the extra 
load.” 


Bloom Heads Drive for 
Salvation Army Funds 


Boston.—Frederick Bloom, executive 
secretary of The 210 Associates, Inc., 
the national philanthropic foundation 
of the shoe, leather and allied trades, 
has been selected as chairman of the 
Shoe and Leather Division of the 1949- 
1959 Greater Boston Appeai of the Sal- 
vation Army. George Shapiro, of the 
Gold Seal Rubber Company, is vice- 
chairman. 


Price = = Pony Cup 


remains in 
tion at all for Price Tickets 


desired posi- 
times. 


This is an ex- 
clusive pat- 
ented feature. 


$5 gross 


| $2.75 
| half gross 





M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 


X-RAY 


PROTECTION 


@ Protection for operator, customer, and 


equipment. 
@ Machines modified to conform to 
recommendations of local health depart- 
ments, and insurance companies. 
@ Special timing devices. 

Dealer’s inquiries welcomed. 


QUAD enectricat suppty, INC. 
1650 N. Damen Ave., Chicago 47, Ill. 




























Chairmen of the sub-divisions are: 
Sidney Steen, Phillips Premier Cor- 
poration, upper leather; thread, Wil- 
liam J. McHenry, 140 Federal Street, 
Boston; shoe fabrics, John J. Cooney, 
Cooney-Weiss Fabrics Corporation; 
shoe findings, Henry S. Keating, Howes 
Leather Co.; shoe jobbers, Jack Silet- 
sky, Superior Shoe Co.; shoe manufac- 
turers, Francis B. Masterson, Hub Shoe 
Co.; hides, Edwin S. Ditchett, Simons 
Hide and Skin Corporation; cut soles, 
Raymond O’Shea, Howes Leather Co. 





Shoe Manufacturer Returns 


From European Trip 


HANOVER, Pa.—Harold O. Toor, pres- 
ident of the Jackson Shoe Manufactur- 
ing Co., H. Jacob & Sons, Inc., and the 
H. O. Toor Shoe Company, all of this 
city, recently returned from a two- 
month trip through Europe during 
which he visited several shoe factories 
and studied the methods used in making 
footwear. Accompanied by his wife and 
two daughters, he toured England, Hol- 
land, Belgium, Switzerland, Italy and 
France. Mr. Toor is a member of the 
board of directors of the National Shoe 
Manufacturers Association and a direc- 
tor, also, of the National Shoe Founda- 
tion for Disabled Feet. 





Buy Savings Bonds 











Boot and Shoe Recorder 








Lederer “CLUB PLAN” Comic Book Promotion 
x No blood and thunder subjects! ye New assortment every month! ye What the youngsters want most! 


PLAN A Comics are purchasable in units of 500 or 1000 
with your Ad . . . 10 subjects in shipment. 


PLAN B You place order for minimum of 200 units 
per month or 200 every other month for minimum of 6 
shipments* . . . in each shipment you receive 5 different 
issues with your ad. 


Get in touch with your Name Brand Wholesaler or order directly from us. 


THE Lederer INDUSTRIES. Inc 


39 West [9th St.. N.Y. TI 


Write for prices. 


*Larger Unit Shipments Obtainable. 
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..these dlip Lasting 
Cements Apply Easily 
Adhere Bet!” 


Users tell us that they look for dependability 
above all other features in cements for slip last- 





ing . . . and that is what they obtain with these 

job-tested adhesives! When new or special 

cementing problems arise, ask the United man 3 Favorite Latex Type Cements 

to demonstrate the cements available for that for Sock Linings, Platforms, and Covers 

Operation so that you cin select the particular ¢ Be Be Tex 860 — Applied three ways. Heavy 
‘ : : i viscosity. Strong bond. Good drying time without 

cement which will best suit your production heat or can be force dried. Overnight tack. 

conditions. e Be Be Tex 861 —A recent addition. Heavy vis- 


cosity. Strong bond. Good drying time without 
heat — can be force dried and remains extremely 


Be Be Bond tacky overnight. 


e Be Be Tex 819 — Medium heavy. Strong bond. 


Be Be lex Cements Dries fast. Overnight tack except when force dried. 


Products of B B Chemical Co. 
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Colonia aay res Spring shoes lots of eye-appeal 

for young. Velka’s soft pliability, its comfort 

and longS3m give it sales appeal for you. Make 

your Sau styles of Colonial Velka. Send for 

sam Bda 

ca Posh L TANNING COMPANY, Ine. 
Ss oston 11, Massachusetts 















GERBERICHS' 
Combined Quality and Style SELLS THEM 
GERBERICHS' | 


Comprehensive Size Run BRINGS THEM BACK 























GERBERICH Dealers build their businesses on a sound, broad base. They enjoy a com- 
munity-wide reputation for selling Quality and Service that is unbeatable and they continue 
to draw customers from the broadest possible market base. 


They fit youngsters with their first school shoes at the tender age of four or five with a strong 
Youths 12!/-3 size run and keep them well shod for years to come, through Boys 1-6 and 
Big Boys 6!/,-1 1. This school-through-college contact builds an army of pre-sold customers 
for their men's department. 


YOUTHS 


12Y/p-3 


BOYS 


1-6 


BIG BOYS 


ae] 


-GERBERICH- 
PAYNE SHOE.CO. 


~ ign tins spoil Earliest Hobos: saitatsiaas fe 






